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The August 7960 Metropolitan Area Pulse 
shows that WKBW has a larger total share of audience 
than any other radio station in the top twenty 
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Monday through Friday. 
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In the People's 
Interest... 



WWJ-TV GOES 
TO THE MICHIGAN 
STATE FAIR 




The„nation's oldest state fair. Record- 
breaking crowds. And WWJ-TV was 
there to entertain and to capture all 
the zestful excitement of fairtime for 
the more than seven million persons 
in its coverage area. 

Service in the people's interest is always 
paramount at WWJ-TV— service 
that creates a viewing climate that is good 
for everyone : the audience, the industry, 
the advertiser, too. 



From band shell to barnyard, WW J-TV cameras covered 
the lot during Michigan's 111th annual harvest festival. 



Detroit, Channel 4 • NBC Television Network 

WWJ-TV 




NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. 
Associate AM-FM Station WWJ 
Owned and Operated by The Detroit News 
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KSDO 



Now we are No. 1 . . . bigger 
than ever with audience polls 
placing KSDO in first place* for 
the San Diego total market. 
Best advertising investment in 
San Diego; KSDO AM, fine radio 
fulltime, where advertising is 
I mited timewise — screened 
se. 



KBUZ Phoenix AM and FM 
KSDO San Diego AM 

THE GORDON BROADCASTING CO. 

'Sold nationally by Daren F. McGavren & Co, 
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DIGEST OF ARTICLES 

Tv commercials' costs worry clients 

27 ANA convention meets against a background of deep concern about 
the rising expenses of commercials and big talent union pay demands 

New market rankings ahead? 

3 1 Adam Young is behind a drive to revise spot radio market rank. A poll 
has been sent to 300 agency offices to get market opinions from admen 

Depth in the afternoon 

34 Maybe it'll happen and maybe it won't, but here's one picture of what 
selling daytime network video may be like in the not-too-distant future 

Now! Automatic tv scripts 

36 Ray-Eye Productions, Kansas City, uses new automatic script writer for 
Builders Showcase program; easily expands from nine to 30 markets 

Why movies need saturation radio 

37 Martin Theatres, southeastern movie house chain and long-time radio 
advertiser, likes saturation campaigns to boost its audience-listening 

How 74 banks spend radio dollars 

38 Survey of banks finds that most radio users among 125 polled buy at 
least half of their area stations, like five-minute news in a.m. rush bour 

Out of nowhere to 70% distribution 

40 Bean processor builds a more creative television campaign after heavy 
use of both radio and tv; moves it up into near-top sales category 
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PURCHASING 
POWER ROC .t%r ER 

BUY WHJEC 

Yes ! Buy the Biggest Group of BUYERS ! 

THE GROUP THAT IS 25 YEARS OLD OR OLDER! 

STATION B-82% STATION C-65% 

Special PULSE Audience Composition Survey March 1960 

Choose a QUALITY station for a QUA LITY audience! 




REPRESENTATIVES: EVERETT McKINNEY, INC. 
NEW YORK • CHICAGO • LOS ANGELES • SAN FRANCISCO 



Irresistible force. 




New rk audiences are irresistibly drawn to the programs they see 
on Channel 2. The inevitable outcofne: day and night, month-in and 
month-out, WCBS-TV remains firmly fixed in the number one spot. 

The first weeks of the new television season prove the point all over 
again! In a seven-station market, Channel 2 chalks up an over-all 32.4* 
share of audience, 34% larger than the second station, 113% larger than 



Immovable object! 




ithe third and 14% larger than all the other stations combined; 18 of the 
,top 25 daytime shows and 20 of the top 25 nighttime shows; more top- 
jrated news, public affairs programming, feature film shows, westerns, 
(variety, dramas, situation comedies than any other station. ^ 
Beyond question, the New York television picture remains the same. 
In the nation's largest market, the largest audiences stay tuned to . . . 

REPRESENTED BY CBS TELEVISION SPOT SALES • CBS OWNED ^ T^V^ 




PHOENIX 




First-place 

in 310 quarter hours 
...out of a possible 360 
(6 a.m.— midnite, 
Monday thru Friday). 

Share of audience 

—mornings, 20; 
afternoons, 19; 

evenings, 23. 

According to the July, 1960, 
Phoenix metropolitan Pulse 
...the hottest buy 
in the Valley of the Sun... 

KRIZ 

coll robert e. eastman & co., inc. 
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NEWSMAKER 

of the week 



In ISetv York City last week, Gail Smith, youthful tv 
advertising decision maker for the nation's second largest 
advertiser, rapped the knuckles of television commercial 
"play-it-safers" with his provocative and eyebrow-raising 
keynote speech at the 4/i's Eastern Annual Conference. 

The newsmaker: Dynamic Gail Smith, 43-year-old Gen- 
eral Motors tv advertising head, raised a few inquiring eyebrows 
himself when he was appointed to his GM post about a year-and-a- 
half ago. There were some who wondered how he would handle the 
selling of a hard-goods product after some 14 years with Procter &• 
Gamble's "impulse" buy soap items. 

To GM, Smith brought his packaging goods ad techniques, his tv 
orientation (he was president and part-owner of a tv production com- 
pany in Hollywood and production 
director of WSRR. now WSTC, 
Stamford), and inspired some new- 
thinking in Detroit. 

To the 4A ! s eastern conference. 
Smith brought his thinking on 
commercial creativity. He chided 
tv commercial production people 
for the over-timidity in "play-it- 
safe" commercials. "Toss it aside" 
he urged, "and step out and 'take 
some chances' in the area of ideas." 
The veteran adman shook his head 
over the "dull commercials" which, 
he opined, "contribute to a bad image of our business." That his 
approach proved successful, can be evidenced in the fact that despite 
the so-called recession, cars are moving, with Chevy veil in the lead. 
GM's theory: the automobile has become such a staple in the Ameri- 
can family that it can afford to use the same advertising and market- 
ing strategy of packaged goods household items. 

An aggressive advertiser, General Motors has maintained a sales 
lead in the car industry for some time now. (Except for one year 
— 1957— when Ford stole its thunder and banished Chevy to second 
place.) General Motors, who last year poured over S21 million into 
net and spot tv alone, expects next year to top this year's sales. 

One of the few T bright spots on the horizon, the Detroit car makers 
are bolstering their optimistic outlook by embarking upon a costly 
experimental program. Already, something like $50 million has 
been committed to an over-all budget for new plants, tools, etc., for 
1961. It is also a fair indication of what the cream of the blue- 
chip advertisers will be doing to promote their hard-goods next year. 

It is safe to assume that creativity will continue to play a major 
role in GM's commercials, if the company's Gail Smith has a hand 
in it. So far, the combination of his tv orientation marketing con- 
cepts has worked well for GM. ^ 




Gail Smith 
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Great Debates— do we want more in '64? 

"Kennedy, Kennedy, Kennedy, Kennedy," 
sang the voice of the singing spot during halves 
of the American Football League game between 
the Dallas Texans and the Denver Broncos on 
ABC TV last Sunday (30 October). "Vote for 
Kennedy" concluded the song. And this spot was 
immediately followed by Lanvin's "Promise her 
anything, but give her Arpege." The juxtaposi- 
tion of a political pitch with a promise her anything theme struck me 
as moderately funny and it got me to thinking again about politics 
and television this exciting year, and about their mutual futures. 

The Great Debates between the two major candidates have acti- 
vated a veritable atomic chain of great debates in the past several 
weeks. It seems every newspaper and magazine and commentator in 
the land has offered its, his, or her opinion on the desirability of 
having such capital D-Debates in future presidential campaigns. 
Executive editor John McMillin and I have done pieces here in 
SPONSOR on the subject, and I'm sure you've read scores if not hun- 
dreds of others, I also realize the chances are better than ever that 
you have it up to here with treatises on the election and tv's relation- 
ship thereto, etc., and would like to be let up. Yet, at the risk of 
losing you to "Sponsor Hears" or some other equally fascinating 
piece elsewhere in this issue, I do want to make some final (for this 
season) observations on the whole question of the Great Debates. 

Called disastrous by some 

In the closing weeks of the campaign I heard from more and more 
quarters — a number of them quite well-informed generally — that 
(as sponsor indicated an issue or two back) there would be no 
presidential Great Debates in 1964 and the Presidential campaigns 
to come. Nixon, says this school, gave up a tremendous advantage 
in agreeing to the '60 meetings because he gave Kennedy the op- 
portunity to become as well-known after a few nights as he (Nixon) 
had become through his years in the vice presidency. The incum- 
bent in 1964. says this school, who will be far better known to the 
nation, naturally, than any opponent, will be mindful of Nixon's 
mistake and refuse to meet the man trying to take his job. 

Furthermore, says this school, the party which is able to buy the 
greatest amount of paid tv time gives up the advantage inherent in 
this by indulging in free major debates. All of this, at first super- 
ficial glance, seems quite persuasive. And, indeed, this thinking may 
turn out to be prevalent enough in '64 to block further major 
Debates. 

I hope not. Yet I am not nearly as alarmed by this approach, 
which seems to be unduly cynical, as I am by the attitude concern- 
{Please turn to page 12) 
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MORE JETS THAN EVER 
IN THE 




TAMPA-ST. PETERSBURG 




Now jetting from the Tampa Bay area 
to New York, Chicago, Miami, and other 
key cities in the U.S. — 600 mph DC-8B's! 
This is but one part of more than 100 
flights daily serving the area, including 
helicopter commuter schedules to nearby 
Florida cities. 

Reminder: This rich Jet-Age market is 
dominated by WTVT, the station on the 
move — your most profitable buy in 
the Southeast! 

SHARE OF AUDIENCE 
(49.1%).. .LATEST ARB 9:00 A.M. - MIDNIGHT 



CHECK THE TOP 50 SHOWS! 

ARB NIELSEN 



WTVT 42 

Station B 7 

Station C 1 



WTVT 39 

Station B 11 

Station C 0 



A.R.B., Tompo-St. Petersburg Metro Area, 

August, 1 960, 4-week summary. 
N.S.I., Tarn pa -St. Petersburg Metro Area, 
August, 1 960. 



STATION ON THE MOVE 

WTVT 

TAMPA - ST. PETERSBURG 




Channel 13 



THE WKY TELEVISION SYSTEM, INC. 
WKY-TV/WKY- RADIO • Oklahoma City 
Represented by the Katz Agency 
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Sponsor backstage 'Continued from page 10) 




CONFECTIONS 
& 

SWEETMEATS 



Candidly, can you think of any- 
thing sweeter than a 952% in- 
crease in business? That's how 
much candy and confections ad- 
vertising alone has increased in 
only three short years on WPAT. 
What a comfit we are to the men 
who make and market America's 
finest confections! Or any other 
product, for that matter. Our mu- 
sic, so sweet, so low, provides the 
perfect setting for your sales mes- 
sage. Dexterously designed to de- 
light listeners throughout 31 
counties in New York, New Jer- 
sey, Pennsylvania and Connecti- 
cut, it's the most mellifluous 
^ound in America's largest mar- 
ket. And how it sweetens sales! 
A^k the makers of America's 
d* J confections. Ask Fanny 
F n r Ferrara Candy, Loft 
Candy, The Roxo Candy Com- 
pany, Si hrafft v (Frank G. Shot- 
tuck Camp nv) and William 
Wrigley In hree short years, all 
of them have advertised on 
WPAT . . the station with the 
flavor of success. 



WPAT-FM 
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ing the Debates, of some of our most able and notable eggheads. 
Henry Steele Commager, professor of history and American studies 
at Amherst, spoke eloquently for this group in the 30 October Sun- 
day New York Times Magazine section in a piece on the debates. 
He pointed out that Arthur Krock of the Times has concluded, anent 
the Debates, that "the public will demand these joint appearances in 
all future presidential campaigns." 

"Let us hope not," Mr. Commager wrings his well-chosen, if 
nervous words. 

"These televised press conferences are a misfortune in this cam- 
paign, and in future campaigns they could be a disaster. . . . They 
submit the greatest elective office in the world to the chances of arbi- 
trary and miscellaneous questions put not to elicit information or to 
illuminate problems, but to provide sensations. . . . This formula of 
tense and concentrated confrontation, even at its best, is not de- 
signed to discover in candidates those qualities really needed for the 
conduct of the Presidential office." 

Mr. Commager then explains, and probably with reasonable ac- 
curacy, that George Washington would not have come out very well 
in a tv debate. That Thomas Jefferson, "for all his erudition and 
literary gracefulness, studiously avoided public confrontation." 
Even Lincoln, says Mr. Commager, "was not quick in the give and 
take of politics," and therefore would have wound up looking like 
a bum on tv. 

"The present formula of tv 'debate,' " concludes the professor, "is 
designed to corrupt the public judgment, and eventually the whole 
political process. The American presidency is too great an office 
to be subjected to the indignity of this technique." 

Greater merit than paid pitches 
When 1 delivered an address a couple of years ago at the Ohio 
State Institute, a professor in the audience in the Q and A period 
which followed my talk, asked me in all seriousness why American 
radio stations didn't fill their air with long, informative talks on such 
subjects as the productive capacity of American steel plants, instead 
of playing popular records. I do not think the professor was Mr. 
Commager, but I feel Mr. Commager's thinking on the tv Debates 
bears the same blindness toward sorre screa ingly ohvious facts of 
life. 

The Debates in the 1960 campaign represented four hours of net- 
work time during which the candidates were exposed to the nation's 
voters. Estimates are that the candidates received close to 40 hours 
of total network exposure if all free and paid time is counted. And 
it's a fairly safe guess that on most of this time they speak even less 
on the issues, on the truly momentous questions than in the Debates 
themselves. So, if the Debates "corrupt" the public judgment, the 
total pitches made to us via network tv would doom us forever more. 

1 hope in 1564 and the years to come we will be able to follow the 
advice of somewhat more realistic and knowledgable men, like the 
Times' Jack Gould, who, in the same 30 October issue, lauded the 
Debates and urged their continuance with a constant eye toward im- 
proving their effective presentation. 1 believe, with Jack, they con- 
stitute a major advance in government by the people. ^ 
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now has 250,000 watts of power from atop Franklin 
Mountain 5,000 feet above sea level. Now you can reach all 
viewers in the big El Paso market with Channel 13, El Paso's 
most powerful station. ABC-TV, top local programming, new 
transmitter facilities and low cost-per-thousand make KELP- 
TV the best television buy in the fabulous Southwest. 
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FRESH MONEY! 




Research Triangle Park 
Unleashes New Buying $ 



You have a new, solid reason for sched- 
uling WPTF. The North Carolina Re- 
search Triangle Park has progressed 
from "dream" to reality. Early estimates 
that the Park will attract research in- 
stallations employing 7,000 persons ap- 
pear conservative. 

FIRST to be completed was the multi- 
million dollar Chemstrand Research Cen- 
ter. Following closely will be the Re- 
search Triangle Institute headquarters, 
the Dreyfus International Center for 
Polymer Research, and the U. S. Forest 
Service eastern regional laboratory. 

MORI WILL FOLLOW. The three institu- 
tions which form the Triangle already 
provide the largest concentration of re- 
search personnel in the South. (North 
Carolina State at Raleigh, Duke Univer- 
sity at Durham, the University of North 
Carolina at Chapel Hill.) Now, with the 
4.600 acre Park a going operation, the 
future development will be substantial. 

SCHEDULE WPTF ... a better buy than 
ever. And don't hesitate to call if we 
can help you or your Southern manager 
open doors in this exciting, new segment 
of our market. Our towers are practi- 
cally next door to the Park and we are 
intimately familiar with the area*s trade 
patterns and potential. 
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Timebuyers 
at work 



Ed Kahn, v.p. -general manager, Victor A. Bennett, New York, 
believes that the timebuyer "should be treated as the creative man 
he is rather than as a facts-and-travel person whose job is almost 
mechanical." Says Kahn, "Too often the timebuyer is considered 
to have a strictly statistical function. Research is important and 
valuable, but equally so is knowl- 
edge of the personality and au- 
thority of the station — its image. 
This plus a complete briefing on a 
product and its advertising objec- 
tives enables the buyer to deter- 
mine which stations, time slots, 
and schedules are most effective. 
It's essential that the timebuyer 
work closely with the rest of the 
agency so he knows an account's 
objectives, and therefore which 
audience to reach. A timebuyer 
cannot be treated as an individual operator and do his job effec- 
tively. He should have the freedom to express his point of view and 
have some say about commercials because of his thorough knowl- 
edge of the media market and his intuitive judgment in audience 
selection. If a close rapport exists between timebuyer and product, 
the former can readily come up with the appropriate audience." 

Lawrence Butner, radio/tv mgr., Albert Frank-Guenther Law, 
New York, explains why his agency often buys stations that rank 
nowhere near the top among the major rating services. "Our time- 
buying department operates along the same lines as most, except that 
we look to our own rating service. This is due in large measure to 

the nature of many of AF-GL's ac- 
counts, such as publishers, finan- 
cial institutions, and consumer 
clients who make write-in offers. 
They all must see immediate re- 
sponse to their advertising," points 
out Butner. "Accordingly, over 
the years, AF-GL has developed an 
extremely valuable list of radio 
and tv stations with actual per- 
formance records. Many of our 
station buys are based on our past 
results. Stations are checked for 
past performance, programing, coverage, and image. Very often 
AF-GL rates a station No. 1 that the rating services rank nowhere 
near as high. We've seen our top-rated station outpull the rating 
services' top station in instances where we've bought both. And there 
seldom is a need to wait for the next official ratings issued.'* 
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"But somebody told me I could sell without 

WING ;„ DAYTON 

WW WW mm mm Wm WWWm VI V m 



Don't you believe it ! WING carries more national 
and local advertising than any other Dayton sta- 
tion because WING delivers more audience and 
sales! Get the FACTS from your East/Man or 
General Manager Dale Moudy. Stop crying, start 
selling, on high-flying WING in Dayton! 



TIMEBUYERS ... 

write a caption for this picture 
and win $25 CASH! Deadline 
November 27. Winning caption 
wiil appear in December 12 
issue. Give your entry to your L 
East/Man, or mail to WING, " 
Talbott Tower, Dayton 2, Ohio. 
This montfis Caption Winner: 
Thomas J. MacWilliams, John L. 
Douglas Associates, Bradenton, 
Florida 



AIR TRAILS stations are WEZE, Boston; WKLO, Louisville; WING, Dayton; WCOL, Columbus; and WIZE, Springfield, Ohio. 



robert e. eastman & co., 

national representative 



inc. 
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From sign on to sign off during the past 1C 
months the programs that came before oui 
cameras attracted the biggest audiences in al 




television ... as they have consistently done 
over the past five years . . . and as they show 
livery promise of doing throughout this season. 



T "11. i i k .nit * nn- I ' " >f wrix-l l 

xU i t ;i < Id i it< . .i\ -t >«, 

• ( i, . t. a*'« < ' < You're 
w t! t! if M t mpany . . . anil 
lomjai < o wpix-11, New York's 

Pre Uj. li »1 iu'ii lint. Here is one 
stati" i. l * at can guaranttv you 
li i' vor be near "mail order" 
pitches, over-long commercials and 
ottv r types of high -pressure selling". 
Ad 1 the "network atmosphere" of 
wpix adv i-tistrs to the "network 
look" of our programming and the 
Nitlsen-proved quality of our 
audit yxec and you have at least 
three reasons why your selling 
messages count more on wpix-11. 

GENERAL MILLS, INC. 

COCA-COLA COMPANY 

GENERAL MOTORS CORP. 

KELLOGG COMPANY 

COLGATE-PALMOLIVE COMPANY 

NATIONAL BISCUIT COMPANY 

BROWN & WILLIAMSON TOBACCO CORP 

MILES LABORATORIES, INC. 

WANDER COMPANY 

GENERAL FOODS CORP. 

DEL MONTE FOODS 

BORDEN COMPANY 

STANDARD BRANDS, INC. 

WARNER-LAMBERT 
PHARMACEUTICAL COMPANY 

BRISTOL MYERS COMPANY 

F & M SCHAEFER BREWING COMPANY 

GENERAL ELECTRIC COMPANY 

TEXAS COMPANY 

REVLON, INC. 

P. BALLANTINE & SONS 

WESTINGHOUSE ELECTRIC COMPANY 

CONTINENTAL BAKING COMPANY, INC. 

R. J. REYNOLDS TOBACCO COMPANY 

PROCTER & GAMBLE COMPANY 

AMERICAN TOBACCO COMPANY 

RALSTON PURINA COMPANY 

FORD DEALERS 

SIMONIZ 

MINNESOTA MINING 
AND MANY MORE 



the prestige 
independent with 
network 

advertisers! 



where are 
your 

60"Second 
commercials 
tonight? 




new | 



Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 
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The forecasters in a couple of top-rank agencies apparently have a different 
slant from some key tv stations on the advertising outlook for 1961. 

The stations referred to are those polled by a leading rep on their projections for the 
coming year. 

The consensus: the first half of the year won't find it easy to hold its own with 
the first half of 1959 and there was hesitation about rate adjusting for this period; the ex- 
ception to the latter were some ABC TV affiliates. (However, some of the rep's affiliates ex- 
pressed a bullish feeling, holding that in a time of business hesitation spot, because of its 
short-term advantages, can't help but be the beneficiary.) 

Contend the top-level agency forecasters: in a time of uncertainty sales managers have 
a tendency to underrate their quotas but what advertising will have working for it is this: 
the ratio of the ad dollar to the sales dollar will be 5-10% over the normal rate of ex- 
penditure. 

In other words, this margin will suffice to equate, or even better, the ad money for the 
initial half of 1959. 



Consolidated^ Muriel (L&N) has joined El Producto (Compton) in bidding 
for Christmas gift business via spot tv. 

In spot radio Philip Morris, out of Burnett, was somewhat active, scheduling a batch 
of markets in various sections of the country. 



Tv and radio stations can look to Shell and its new agency, Ogilvy, Benson & 
Mather, to make a decision by 26 November on the company's 1961 media strategy. 

SPONSOR-SCOPE also was informed last week that Shell's new copy platform was 
likewise still in process of preparation. 

Because of the large number of valuable news franchises now held by Shell, the decision 
is of especially intense interest to broadcasters and reps. 



DuPont will be adding another several million dollars to its network tv pot as 
soon as it can decide on which of two program ideas it prefers — the one presented by 
Ayer or the one pitched by BBDO, which already administers almost all of the company's tv. 

Series suggested by Ayer: an hour based on documented facts, a la Armstrong Thea- 
tre. BBDO's candidate: a dramatic anthology, a la GE Theatre. 

In either event the show would be a DuPont family affair, with various brands or 
divisions participating. It would be strictly sell. 



Some reps would like certain drug and toiletries advertisers to address them- 
selves to the ethical implications of a growing practice which, say these reps, has 
become no small problem for them. 

The practice: collecting availabilities via their national agencies and then turning these 
lists of availabilities over to drug chains for buying at local rates as part of a manu- 
facturer-chain promotion deal. 

Aside from the unfairness of the procedure, these reps are wondering whether the agen- 
cies who are parties to the availability ruse are getting a share of the commissions accru- 
ing to the chain's local agency which usually gets the time at the end rate. 
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SPONSOR-SCOPE continued 



Adam Young is getting out of fin station representation for this main reason: 
his am stations regard fm'ers as competition — in the same medium — for the ad 
dollar. 

Young's original idea had been to put together a network of f m stations and sell 
them strictly as a group, but it didn't work out that way. 

The break won't be effective until the end of the year so that the fm'ers will have time 
to find other national representation. 

Position taken by Young's am'ers: the pattern of radio's programing, especially in 
the major markets, has tended toward the inclusion of good music and middle-of-the- 
road music formula stations, which puts such stations in direct competition with local fm 
outlets. 

Spot tv/radio is in for another dollar spurt from the cigarette field : it'll come 
from a new menthol filter, Breeze, which B&W is intoducing around the first of 
the year. 

Trade impression is that KM&J Chicago will get this multi-million-dollar brand 
but it's not clear whether the air media buys on Breeze, like Raleighs, will be placed by Ted 
Bates New York. 

Schlitz (JWT Chicago) has become convinced that spot, because of its flexibil- 
ity, is its best bet and the plans are for heavier air media activity on both local and 
regional levels in 1961. 

By flexibility the specific connotation is this: the ability to move in and out and 
heavy-up as the marketing problems and needs of the time require. 

The budgeting on this score may run as high as $2 million. 

Texaco can no longer say it's the only petroleum company sponsoring grand 
opera: Phillips 66, via KOTV, Tulsa, is airing the Tulsa Operas as a civic contribution. 

The station, which sold the proposition direct, is donating the money back to the opera 
association. KOTV's basic objective: enhancing its public service image. 

If General Motors does any media comparison test, Oldsmobile won't be the 
guinea pig: the division's top man, J. F. Wolfram, won't sit still for it. 

The plan had been to base the test on some recently developed but unpublicized de- 
vice from the Oldsmobile laboratory. After the thing had been exposed in tv, radio and 
newspapers in three different markets, the relative intensity of the playback would have been 
measured. 

Something tv stations might look for as sales get more competitive: smaller na- 
tional accounts hinting their decisions could be swayed by merchandising coop- 
eration. 

Whether they'll get anywhere with this approach on a broad scale is another question. Tv 
stations haven't had to do it, and it's doubtful whether they'll tailor their policies to such 
arguments as: (1) this cooperation is important for the sales manager to use in fighting for 
using tv and (2) newspapers give it. 

Compton, master contract agency for P&G, is taking an in-depth look at the 
satellite side of tv broadcasting. 

It's asked reps to acquaint it in detail with the relationship of stations on their lists with 
mother translator, booster, bonus and satellite outlets, what part of such relationships they 
are authorized to speak for, what's the rate setup and whether tape or film may be dupli- 
cated for the inter-relationship. 

Compton's explanation to SPONSOR-SCOPE: we're just gleaning information; there 
are no special implications about future buying policy. 
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CBS TV affiliates will probably be glad to hear there's no chance of the net- 
work — at least in the immediate future — adopting the concept of the minute com- 
mercial scatter plan for its daytime schedule. 

It was CBS' sales department that thought the pattern might be applied to certain of the 
shows, but when the proposition got to Chairman William Paley he turned it down 
with a firm "no." 

ABC TV is using the concept throughout its daytime schedule and NBC TV is per- 
mitting it on three programs, with a fourth on the horizon. 

CBS' main concern with the idea: if its giant advertisers went for it the schedule 
would be cut to shreads and eventually limi t the number of participating products. 

Anahist (Bates) is pouring more of its seasonal money into nighttime network tv. 
The buys: a minute participation each in Outlaws and the Islanders. 
Whitehall, out of the same agency, may also unloosen a batch of year-end leftover 
dollars for network nighttime participations, with possibly some additional for spot. 

More sponsor money is spent Sunday night on regular network tv programing 
but it's Monday night that delivers the higghest national audience per minute for the 
week. 

Curiously also, according to SPONSOR-SCOPE estimates, the gross cost of the week's 
program fare this fall runs about neck and neck with last season, even though there's more 
time being offered for sale this season. 

Note in the following comparison of relative talent expenditures and per minute ratings 
what has happened over the year in average tune-in not only Sunday but Saturday 

night! I960 1959 

NIGHT TOTAL PROGRAMING AVG. RATING TOTAL PROGRAMING AVG. RATING 

Sunday 
Monday 
Tuesday 
Wednesday 
Thursday 
Friday 
Saturday 

Source of comparative ratings: NTI, October. 

NBC TV has disclosed the price list of O'Connors' Ocean (John Payne), the pilot 
of which had been intended as a series, is scheduled for Tuesday, 13 December, 10 
p.m. 

The rates for this one shot's time and talent: the full hour, $100,000 commissi onable; half 
of the hour, §50,000; an individual minute participation, $20,000. 

Benton & Bowles, as spokesman for General Foods, last week killed any idea 
that CBS TV may have had about readjusting the Thursday night schedule. 

The move, as suggested by Esty for Reynolds: moving Witness from 7:30*8:30 to 
9*10 p.m., which would have given it a start over ABC TVs Untouchables. 

B&B didn't fancy Angel and Ann Sothern taking the early period. 

Colgate hasn't decided as yet on its complete network setup for the first quar- 
ter. 

The programs itTl stick by in any event: Ed Sullivan, Perry Mason, My Sister Eileen and 
Twilight Zone. 

Incidentally, there may be quite a surge of spot tv money from this quarter for the 
turn of the year. 



$1,230,000 


58.9 


$1,160,000 


60.7 


890,000 


61.1 


860,000 


60.7 


810,000 


56.9 


890,000 


60.4 


860,000 


58.3 


770,000 


60.7 


820,000 


57.2 


810,000 


59.4 


930,000 


51.9 


990,000 


57.5 


660,000 


58.1 


630,000 


63.0 



SPONSOR • 14 NOVEMBER 1960 



21 



SPONSOR-SCOPE continued 



Duke Rorabaugh hag obtained the cooperation of the Westinghouse group for 
a test of a method to collect periodic data on competitive brands advertising in the 
same radio markets — something no longer obtainable from the reps. 

Test will be limited to one Westinghouse station and will start January. 

The SRA has been trying to initiate such a project for months. 

CBS TV has sold the remaining three of its CBS Reports for this year to Philip 
Morris, which sponsored the most recent two. 

The prospects are that Westinghouse will pick up a batch of them for 1961. 

NBC TV figures that in October it was in a better daytime position than CBS 
TV: in terms of total programing it was 69% sold as against CBS' 60%. 

The three-year comparison, Monday-Friday, 10 a.m.-5 p.m., as measured by NBC: 

network 1960 1959 1958 

CBS TV 19 hours; 30 minutes 21 hours 24 hours; eight rninutes 

NBC TV 20 hours; 38 minutes 15 hours; 15 minutes 17 hours; eight minutes 
Note: the yardstick is quarter-hour units sold. 

No. 1 topic of this week's meeting of the TvB sales advisory committee: how 
do you approach the problem of getting more business for the third-quarter? 

The members of the committee have been talking to agencies and advertisers about 
that summer lag and what they were told will serve as the basis for the discussion. 

It looks like the makers of synthetic textile threads can't help but go on looking 
to spot tv as their prime support for the merchandising of the finished product. 

The network handicap in this area: the synthetics people would plan these promotions a 
year ahead if they could mention specific shows to their apparel customers, but there's 
no assurance the same programs will be on the air at that time. 

Hence this volatility in programs works to the favor of spot: if the chemical company has 
to talk in terms of just tv support spot can serve his purpose even more effectively, since 
weight can be pinpointed in the better markets. 

WLS, Chicago, is anything but out of the farm programing area: it'll still pro- 
gram at least an hour and a half of it daily in what the station's management de- 
scribes as a more intelligent and modernized fashion. 

The highlights of the farm-directed effort: a farm show from 5:30 to 6:30 a.m. 
with 15 minutes of farm news scattered throughout the hour and a half -hour starting noon, 
consisting of national, area and local news and weather and farm market reports. 

(For more on the new program picture at WLS see NEWS WRAP-UP under Radio Sta- 
tions. 

As they witness one spot account after another defecting to network tv, reps 
have come to admit that they've been lax in one respect. 

The omission: keeping in periodic touch with goodly users of spot, reselling them on 
the vigor and effectiveness of the medium and relating with facts and figures what spot 
has done for others in the same or kindred fields. 

Also reminding these year-in-and-year-out customers that spot must pack a lot of weight 
when the world's biggest advertiser, P&G, puts 43% of its budget into spot tv. 

For other news coverage in this issue* see Newsmaker of the Week, page 8; 
Spot Buys, page 53; News and Idea Wrap-Up, page 68; Washington Week, page 55; SPONSOR 
Hears, page 58; Tv and Radio Newsmakers, page 82; and Film Scope', page 56. 
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FLORIDA'S 
INDUSTRIAL 
WEST COAST 



THE 11-COUNTY 
RADIO MARKET 




Accelerating industrial and business activity in the 
WFLA-TV 28-County sales area has rocketed popula- 
tion, incomes and sales to new highs! 

This important market includes the Tampa-St. 
Petersburg Metropolitan area — the nation's 28th and 
Florida's second Retail Sales Market — plus 26 other 
rich, industrial-agricultural counties. 

Get the facts! Send for free market brochure today. 
Address Department S, WFLA-TV, P. O. Box 1410, 
Tampa 1, Florida. 



The big busy 28- 
County Sales Area 
blanketed by 
WFLA-TV. 



TAMPA-ST PETERSBURG 



REPRESENTED NATIONALLY BY BLAIR-TV 

Channel O 
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vatching JSW^V" to. FRESNO 



(California) 



Most Fresno farmers wouldn't let any chore keep them 
from watching their favorite farm program, TODAY 
IN AGRICULTURE. KMJ-TV sends reporters and 
photographers into the field to gather this farm news 
direct. And with approximately 30,000* farms in the 
KMJ-TV area, the program's popularity is easy to un- 
derstand. Just another reason why KMJ-TV has such a 
high degree of viewer loyalty. 

•Sales Management's 1960 Surrey of Buying Power 



THE K AT Z AGENCY, NATIONAL REPRESENTATIVE 



KMJ-TV . . . 
first TV station in 
the Billion-Oellw 
Valley 
of the Boes 
MeCLATCHY 
BROADCASTING 




is 
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BEST WAY TO EMBRACE THE NEW YORK 
NEGRO COMMUNITY... 



49th and 



Fm guides 

Somehow, in our weekly gleanings of 
SPONSOR, we missed seeing your ex- 
cellent article on "Those Fancy FM 
Program Guides" that appeared in 
the 19 September issue. A very credit- 
able article, indeed, even though it 
came to our attention belatedly. Our 
only wish is that you had been able 
to delve just a little deeper into why 
these booklets are becoming popular 
. . . and exactly what functions they 
perform. 

If more persons in the advertising 
industry realized the enormous 
amount of work and expense that go 
into the average fm program guide, 
they might well ask, "Why do they 
even attempt it?" 

Upon closer investigation, they 
1 would see that these program guides 
give the listener a tangible link with 
the station. For want of a better 
(word, it can be called a "good will" 
link. In the case of our program 
i guide, "Preview," the listener also 
receives a detailed description of cul- 
tural activities throughout our broad- 
cast area. The listener instinctively 
feels that the station is genuinely in- 
terested in his listening problems. 

Another reason for the program 
guides is that they provide the broad- 
caster (and thus the advertiser) with 
a tangible link with his listening au- 
dience. ^ e see that, in reality, the 
listener needs the fm station in order 
to escape the cacophony of am and 
the fm station needs the selective 
'listener in quantity in order to exist. 

As a rule, the fm stations realize 
that only as the intellectual aware- 
ness and esthetic values of the public 
grow, will the fm station grow. In 
our endeavors to satisfy a rapidly 
growing demand for quality enter- 
tainment, we make every effort to 
(show tangible results to both the lis- 
tener and the advertiser. 

David G. Law 
sales manager 
KLSN 
Seattle 



How do you mean, hottest? 

Your recent article on Mexico tele- 
vision in the 10 October issue of 
sponsor was interesting and inform- 
ative. 

There is a point though, that is 
open for debate. The author stated 
that a local agency is considered the 
"hottest" here. If by definition this 
means an agency that has one of the 
highest billings, I will agree. 

But if the author had been in Mex- 
ico City long enough to sample the 
opinion on the street and meant the 
agency that is considered the fastest 
growing and one that has a reputa- 
tion for outstanding creative work, 
I believe he might have come up with 
a different answer. 

For example, he would have heard 
this: Kenyon & Eckhardt de Mexico 
has been in business a little over 
four years. Starting with only one 
account, it now has an account list 
that includes such "American" names 
as Kraft, Kodak, Helene Curtis, Play- 
tex, RCA Victor, Bristol-Myers, 
Parker, Jello, Charms, and others. 

And while not yet up to the top 
billers who have been in business here 
much longer, K&E billings are sub- 
stantial and in the millions (U. S.). 

He would have also learned that 
since the first of the year the agency 
has added more billing and more 
"name" clients than any other of its 
competitors. And that at the Adver- 
tising Association of the West con- 
vention held here this summer, in the 
judging of work created by all Mexi- 
can agencies, K&E won four out of a 
total of 12 awards. No other agency 
won more than one. 

So the next time Mr. Boehm visits 
Mexico, I suggest that he make a 
survey among the local agencies and 
media about their opinions of the 
"hottest" agency. I '11 bet him a 
tequila to a taco that he'll be sur- 
prised ! 

Jack Miller 

Kenyon & Eckhardt de Mexico 
Mexico City 
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When it comes to reaching the enor- 
mous Negro Community of greater New 
York, time buyers sum up their strat- 
egy in three little words: "LIB IT UP" 

The reasons are simple. Whether you 
sell a LIBation or appeal to the LIBido 
only WLIB can do- 
the effective job. 




Hotel Theresa, 125th Street i 7th Avenue, New York 27, N. Y. 

EMBRACES THE ENTIRE 
NEGRO MARKET IN GREATER NEW YORK 




WSYR-TV ALONE DELIVERS 44,287 
MOKE HOMES THAN ITS COMPETITOR 

WSYR-TV AND ITS SATELLITE, 
WSYE-TV, DELIVER 73,089 MORE 
HOMES THAN ITS COMPETITOR 

*AU figures NCS No. 3 weekly circulation 
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(Just a matter of Relativity) 

• CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 636,900 TV HOMES* 

• WBTV DELIVERS 55.3% MORE TELEVISION HOMES THAN CHARLOTTE STATION "B"" 

'Tetemhn Mogotme — Sept. I960 
"ARB I960 Ownje Umdf— Amage Daily Total Homes DeKvend 



LET'S COMPARE MARKETS 




•"''ft % 'TA'/iRD EROADCASTING COMPANY 

UJBTV 

CHANNEL 3 ® CHARLOTTE 



CHARLOTTE 

ATLANTA 

MIAMI 

MEMPHIS 

BIRMINGHAM 

LOUISVILLE 

NEW ORLEANS 

NORFOLK 

RICHMOND 



636,90* 
528,500 
517,600 
462,600 
420,700 
41S.&00 
363.500 
297,700 i | 
265,500 
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ANA HEADACHE: 



TV COMMERCIAL S' ft 
COSTS WORRY CLIENTS 

turrent Hot Springs conclave will debate the 
roblem of rising expenses and talent demands 
his week in Hot Sp^Mfg>, \ a., the Association of National Advertisers* 
5 meeting to discus* industry problems, and one of the toughest they face 
s a headache that has all the earmarks of a worse migraine to come: how 
3 keep down the cost pf television commercials-. 

This week irjt New V**j:k, the Screen Actors Guild and the American 
'ederation ol Television auid Radio \rtists were (at presstflWt perched 
etween signjpl a <neW ^ntract for tv commercials at a :>ifH«*iw?tial in- 
rease in basBmd residual pay—or going out on strike. HF 



This wee 
een worki 
jiercials pi 

And in t 
[jueried by Sj^^amgreea on a 
ug television commercials has ne 



n major production centers, agency producer* who have 
ertinie are putting the final touches to ^5acklog of corn- 
in anticipation of a possible talent Walk-out. 

d independent producers 
for 1961 ; The eo-4 of produc- 
hfj, arwfiLall signs point to a 



tivitt, agency and in( 



i'ONSOR 



14 NOVEMBER 1960 





27 



"Indecision costs money, so the better the 
preparation the better costs fall into line' 



further rise in the production costs. 

The new demands of SAG and 
AFTRA are not only considered way 
out of line by producers, but are piled 
on top of a more than 25% rise in 
the cost of making a film commercial 
in just five years. Not only are talent 
costs up, but so are the costs of ani- 
mation houses, film production, proc- 
essing, suppliers, studio rentals, etc. 
This is even more discouraging to 
producers in the light of the failure 



cal tracks, all are employed in the 
search for fresh, original, more mem- 
orable advertising. And they all are 
more costly. 

What can be done to halt spiraling 
costs? Most agency producers agree 
with Dean Pennington, v.p. in charge 
of radio and television commercials 
at Gardner Advertising, "who declared 
that "we are pricing ourselves to a 
point where advertisers, agencies, 
tape and film producers, talent — all 



ANA'S COST CONTROL KEYNOTER 



PHILIP H. COHEN, vice president 
and radio/tv director of Sullivan, 
Stauffer, Colwell & Bayles, Inc., 
will be the featured speaker at 
the 14 November ANA session at 
The Homestead in Hot Springs, 
Va., concerned with "How to Keep 
Down the Cost of Tv Commer- 
cials." He will outline the primary 
areas of commercial making in 
which costs are rising, discuss 
why costs have been increasing 
and the principal areas in which 
economies can be effected. Following Mr. Cohen's talk, a dis- 
cusion will be moderated by Sylvester Cleary, marketing coordi- 
nator of The Mennen Co. Although many other problems will be 
considered by the ANA during its meeting, this Monday afternoon 
session should be a highlight, as the problem is a tough one. 




of video tape ?o far to emerge as the 
economical medium that the industry 
had expected. 

AUo contributing to the higher 
costs is a trend toward more ambi- 
tious concepts in commercials I nec- 
essary, producers say, because as the 
viewer st-e> more and more commer- 
cials he becomes more and more so- 
phisticated i , Location shooting, spe- 
cial effects, animation on live film, 
elaborate sets, more elaborate musi- 



of us — -must reappraise our demands 
and work together in the interest of 
keeping costs steady. 

"The alternatives," said Penning- 
ton, "are fewer commercials or com- 
mercials of lesser quality." 

Until such an ideal meeting of the 
minds can be arranged, agency pro- 
duction chiefs have concentrated on 
putting their own houses in order 
and. some noted with surprise, have 
often found themselves producing a 



more creative product for less money. 

Four general suggestions for hold- 
ing costs steady from within the 
agency were put to sponsor by pro- 
duction heads of several leading 
agencies. They are: 

• Maintain a closer w T orking asso- 
ciation among copy, art and produc- 
tion so that any unnecessary or over- 
ly expensive sets or staging can bt 
modified and eliminated. 

• Keep, as the agency commercial 
producer, a close eye on elements oi 
a commercial that are unnecessarily 
costly, and suggest alternative set- 
tings, processes and demonstrations- 
In this way, he will be able to do 
great deal toward keeping costs with j 
in tolerable limits. 

• Insist on intensive pre-produc 
tion preparation. If storyboards and 
scripts are carefully studied by th> 
outside film (or tape) producer, thi 
agency producer, the copywriter ant 
the client — with the view towart 
eliminating on-camera performers n< 
essential to the effectiveness of thf 
commercial; and if the productior 
can be planned so that everybody U 
in full agreement as to what the con- 
cept and objectives are before one 
foot of film rolls, then overshooting 
can be avoided. Best bet: shootim 
boards prepared by the film company 
after a pre-production meeting, em- 
bodying all changes, to keep shooting 
time to a minimum. 

• Plan way ahead. Long range 
planning by account groups on cer^ 
tain products (such as soaps and 
packaged goods) is a real money 
saver. The ad may require summer -> 
exterior locations; economy would 
then dictate shooting with the sea- 
sons. Instead of having to travel 
from New York to Florida for surf 
scenes in January, costs can obvious- r 
ly be cut when the production is 
planned for shooting at Jones Beach i 
in July. 

Agencymen such as Gordon Weh 
ber, v.p. and director of television 
commercial production at Benton & 
Bowles, contend that this pre-produoj 
tion preparation "is the major factor 4 
in economical production. The com 
mercial producer at an agency," h< 
said, "has to be a good businessmar 
He is the first to know if he is get] 
ting a good return on his client 
money. 
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INTENSIVE PRE-PRODUCTION preparation, necessary to avoid delay and overtime expenses, preceded this recent day of taping for Schick, 
he client's ad director, William F. Siegel (center, rear), is In full agreement on concept and objectives with Benton & Bowies' v.p. and director 
tv commercial production, Gordon Webber (right). In the foreground at CBS TV Commercial Sales studio is B&B producer Robert Simpson 



"By working early with the crea- 
te group, by bringing the outside 
toduction firm into the picture at 
n early stage, by keeping the client 
iiformed and up-to-date, we can be 
|iuch more efficient and effective 
hen we start spending a client's 
oney in a studio." 
Gardner's Dean Penning- 
m agreed that the business 
igacity of the agency pro- 
Jeer plus thoughtful pre- 
uanning are factors that can 
iep costs at a workable 
vel. But he added a warn- 
g to independent produc- 
s and to the talent unions. 
"We would hope," -he said, 
at film and tape producers 
ould do all they can to hold 
sts down. They must re- 
ember that we always have 
je choice of going to the 
loducer who gives the most 
jr the dollar. We are bound 
j^avily by these rising costs, 
lid we know their cost prob- 



lems, too. But we expect them to give 
us the most under existing rules. 
They can expect us, in return, to 
come well prepared to get the best 
results." 

As for the talent unions, he said 
that they may "price themselves right 
out of work." Their demands as of 



OGILVY, Benson & Mather's percolator spot for Maxwell House 
Coffee is called by competitors "pure creativity on film," an ex- 
ample of how a good spot can be made without elaborate cost 





this writing: A rise from $80 per 
eight-hour day to $100 per five-hour 
day; $30 an hour overtime from $15. 
A rise in network residuals from $50 
to $100 each; a change in the spot 
use setup from today's $160 payment 
for 13-weeks unlimited usage to 
$15.60 per "unit." This means that 
each actor in each commer- 
cial for each showing, paid 
under a unit (one-half mil- 
lion persons) contract would 
get $327.60 for a showing in 
New York (21 units, indicat- 
ing the station covers 10.5 
million persons). In 13 
weeks, if a commercial were 
to blanket the country in 
spot, each actor would get 
about $7,500. 

"If a pattern evolves any- 
thing like these demands," 
Pennington predicted, "we 
will have to cut down on the 
people we use. We will ar- 
bitrarily have to say, 'Use 
less talent! Just enough to 
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J. WALTER THOMPSON effects budget savings by careful experimentation in its own tv and 
film studio, early cooperation and analysis among the producer, writer and artist. Here, 
William Gibbs, in charge of commercial production, questions copywriter Angela Van Patten 



permit as much creativeness as pos- 
sible." \^ e will have to go in for 
more animation and other techniques 
that will avoid the use of talent. We 
will have to change our attitude to- 
ward the unlimited use of singing 
groups." 1 

On the matter of pre-preparation, 
independent commercial producers 
are in full agreement with their coun- 
terparts at the agencies. As Ed Ko- 
gan of Babcock and Kogan. tape and 
film commercial producers, put it, 
"The first insurance to saving monev 
on commercials is good, solid prep- 
aration prior to filming or taping. 
This implies solidification of the 
script, because once you start chang- 
ing things during shooting, costs 
mount astronomicallv." 

Other producers expressed the 
opinion that the burden of blame for 
rising cost? lay more with the agen- 
cies and their clients than with them. 
The biggest problem in the whole 
area of commercial production, thev 
maintained, is ''a lack of unified mind 
M*een the agency and the client."' 

Thev asserted that the agencv 
should di^ipline its client and should 
not take random, superfluous client 
suggestions 1\ ing down* without get- 
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ting the facts across to him. The 
producer should have the storyboard 
and the script initialed by the client 
before shooting begins. 

The expensive changes, they noted, 
are the ones that take place in the 
studio, with union technicians, talent, 
lighting and equipment experts stand- 
ing by and with studio rental by the 
hour. This changing of copy and or 
concept on the set sends costs up 
monumentally. 

And a new problem has arisen with 
video tape, they claimed. Because the 
client representative can see tape re- 
sults immediately, he seems to be 
driven to insist on changes. This, 
said the producers, is '"murder" to a 
schedule and to the nerves. 

A prominent tape producer re- 
lated the following anecdote, which 
he claimed is more typical than not: 
"In the conference room, the client, 
the agency representative and the 
producer have all agreed on a com- 
mercial, but each has his own con- 
ception of the final product. 

"At the studio taping session there 
may be four cameras, and a director 
can go crazy with a client in the con- 
trol booth impulsively suggesting, 
'Cut to Three, not to Two.' Or. Three 



may be ready to switch in, and One 
is out of focus getting set up for a 
shot. The client gets excited because 
One is out of focus, and more time 
is wasted in explanation. These are 
the time-eaters — they consume a tre- 
mendous amount of production and 
rehearsal time." 

More costliness, another producer 
added, springs up when the rough- 
cut is put together for a run-through. 
An unsophisticated client is never sat- 
isfied with this working rough-cut, 
still seeing a finished product in his 
mind's eye. The client should be 
disciplined by the agency to know 
what is finished and what is not. 

Another complaint is the client's 
attitude on extra costs. There is a 
"'contingency fee" in most contracts 
to cover anything that might go 
wrong in production — and this might 
be called a "hidden cost." But the ex- 
tras that result from unnecessary 
overtime, even when the client has 
been responsible for this and he 
knows it. cause great tumult at the 
client s office when he gets the bill. 

The final producer comment con- 
cerned agency personnel. "There are 
not enough really hep film and tape 
producers around. The agencies have 
raided the production companies and 
hired many young executives who. 
while well trained in the technical 
aspects of film and tape making, are 
not experienced in advertising or the 
making of good commercials. They 
are technicians, where showmen and 
creative advertising men are needed. K 

The answer, he said, is for agencies 
to hire and clients to insist upon com- 
petent, experienced, high-priced tv 
production talent. "In the long run. 
the bigger initial salary outlay will 
save money/' 

William Gibbs. who headed the S2 
million commercial film division of 
MGM in its growing years, and who! 
is now in charge of all commercial 
production (except Ford) at J. Wal- 
ter Thompson. New York, has stud- 
ied commercial making from both 
sides of the storyboard. He suggests 
that "the most important thing about 
analyzing a commercial's cost is toj 
keep a sharp focus on the purpose ofj 
the commercial." 

Gibbs explained that when JWT 
engages an outside producer, its aim 
{Please turn to page 46) 
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NEW MARKET RANKING AHEAD? 



P Adam Young leads drive to revise spot radio market 
[definitions, do away with metro area in rating surveys 

9 About 300 agency offices being polled on proposed 
'Advertiser Areas' covering the top 100 metro markets 



T%n all-out effort to abolish the 
'netro area for the purposes of spot 
Yadio ratings and set up larger and 
nore meaningful market areas is now 
Underway. 

^ The drive, if successful, may well 
'urn some established notions about 
Market ranking topsy-turvy, not to 

aention the elation and despair 
"mong station owners who would be 

reatly affected one way or the other 

y changes in market rank. 
Spearheading this effort is the 

tdam Young, Inc. rep firm, which 

S in the process of polling 300 agen- 
jy offices in an effort to pin down 

\ 



exact geographical delineations (by 
counties) of the top 90-odd spot radio 
markets. 

Agencies being polled have re- 
ceived maps of 93 proposed "Adver- 
tiser Areas." Along with the maps 
are questionnaires in which the re- 
spondents can indicate which counties 
they would add or delete from the 
proposed areas. The end result, the 
rep firm hopes, will be a broadly 
based consensus of admen and prac- 
tical definitions of market areas of 
"maximum advertiser interest." 

Though the Advertiser Areas are 
in the tentative category, it is already 



evident, despite what changes will be 
made by the agency panel, that the 
concept of Advertiser Areas is bound 
to play havoc with conventional metro 
area rankings. For example, Des 
Moines, which is 78th in rank among 
metro markets (based on total retail 
sales) , ranks 25th under the proposed 
Advertiser Area scheme. Other ex- 
amples: Toledo, 56th in metro rank, 
36th in Advertiser Area rank; Wilkes- 
Barre-Hazleton, from 83d to 37th; 
Harrisburg, from 74th to 38th; Salt 
Lake City, 65th to 39th. 

Behind the poll lies a number of 
years of planning and thinking out 
the problems involved on the part of 
the Adam Young firm. It is basical- 
ly a result of a conviction — shared by 
many — that the Census Bureau-de- 
fined metro areas (or Standard Met- 
ropolitan Statistical Areas, as they 
are now technically called) were not 
only artificial definitions for adver- 
tising purposes, but basically unsuit- 




I1ECTION-TYPE HOOPLA — Shown discussing Adam Young poll of admen to create new market definitions are [! to r) George Sternberg, serv- 
director, Pulse; Frank Boehm, v.p. at Young; Dr. Sydney Roslow, head of Pulse. Envelope with ballots has election-type message urging voting 
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able f<»r the buying of spot radio. 

The metro area, it is pointed out 
bv the forces aligned against it, was 
set up years before the electronic ad 
media came to the fore and made 
meaningless the unseen county lines 
which were important in a more lei- 
surely era. Furthermore, there is 
some question today whether — with 
the vast suburban growth — -the metro 
area is useful for the purpose for 
which it was originally created. On 
the other hand, there is the undenia- 



ble fact that the metro areas do exist 
in the sense that there is a wealth 
of economic data available on them 
and that useful trends can be spotted 
because Census Bureau figures go 
back many years. 

The heavy hand of tradition (as 
well as the fact that the ad business 
would spend only so much for ratings 
and no more) made the metro area a 
logical choice for comparative station 
ratings early in the game. They are 
the basic areas used by Pulse, which 



significantly, is allied with Young in 
this Advertiser Area push. They are 
also used by Nielsen. Although Niel- 
sen provides both metro area ratings 
and total station homes-reached fig 
ures, the latter are not area-in-com- 
mon data — and it is an area in com- 
mon to most, if not all, stations in a 
given market that Young is looking 
for. (Hooper, with three or four ex- 
ceptions, defines its survey areas by 
sticking to a non-toll or local, tele-p 
phone sample.) 



PROPOSED RANKINGS OF 'ADVERTISER AREAS' 



*R»nkJng In ill usm here if by toUl retail sales according to 'Sales Management.' The lollowlng markets have been ranked by previous agency polls and 
tn not mbject to change: PitUburgh. Tulsa, Hartford. Dei Moines, Sacramento, Stockton, and Allentown-Eaaton-Betblehem. Seven of the top 100 metro m li- 
fe ii h»*e betn combined into lour ol the Advortlier Areai, 
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The alliance of Pulse and Young 
in the poll has, undoubtedly, over- 
tones of rating service competition. 
Completed questionnaires are to be 
returned to Pulse "as a guide in the 
preparation of future Advertiser Area 
surveys." However, there is nothing 
to stop any rating service from using 
the same areas. 

A heavy response to the question- 
naires will act as pressure on the 
radio industry to support the Adver- 
tiser Area concept. Whether the pres. 
sure will be heavy enough is another 
question. Without station support, 
the Advertiser Area idea cannot sur- 
vive. But surveying Advertiser Areas 
will cost more money because they 
are invariably larger than the metro 
area and it is far from certain that 
:he stations will be willing to lay out 
:he extra money. It will be a par- 
icular problem in cases where the 
Advertiser Area is larger than a sta- 
ion's actual coverage. 

The current poll being run by 
foung is the culmination of a num- 
per of specific moves made by the 
ep firm over the past year or so. 
^ast year Young published a market 
ook covering the top 60 radio mar- 
:ets in terms of tentative Advertiser 
Vreas. At that time there was no 
>oll made. 

As explained by Frank G. Boehm, 
ice president and director of re- 
ear ch for Young, the first step in 
eter mining the tentative Advertiser 
irea was to extend the Rand Mc- 
ilally Basic Trading Areas 50 miles 
Om the central city. The 50-mile 
gure was chosen after some informal 
iscussions with agency men and 
'ulse researchers. All minor trading 
reas lying within this 50-mile circle 
ere included in the final Advertiser 
rea. Where the Basic Trading 
rea itself went well beyond the 50- 
lile limit, it was still included in the 
dvertiser Area, even though some 
j'W-power station would not cover 
te full area. 

Where Advertiser Areas overlap, 
ie larger market was credited, sub- 
let to Pulse ratings. If the latter 
'dicated that stations in the smaller 
larket did a better coverage job, the 
.nailer market was credited. 
I The current market book, entitled 
\)ot Radio '60 ... a 100-Market 
\opraisal, and now in the hands of 
{Please turn to page 46) 
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HE LOST an election but gained respect for tv. Phil E. Gilbert, Jr., shown while making a 
political commercial, used tv against tough odds and almost won himself a seat in Washington 



TV'S IMPACT (ALMOST) 
WON THIS N.Y. ELECTION 



I elevision did an effective job for 
Congressional candidate Phil E. Gil- 
bert, Jr., but it couldn't put him in 
the U. S. House of Representatives. 

Gilbert, a Democrat placed his en- 
tire campaign budget into a New 
York City tv station in an unsuccess- 
ful effort to dislodge the incumbent 
Congressman in a district with an 
exceptionally heavy Republican reg- 
istration. (See "LOCAL CANDI- 
DATE: Can tv sell this seasonal 
item?" Sponsor, 7 November 1960). 

At Sponsor's presstime, an al- 
most complete tally of returns showed 
Gilbert with 47% of the votes com- 
pared to Representative Edwin B. 
Dooley's winning 53%. However, 
when Gilbert ran against Dooley in 
1958 for the same office, Gilbert re- 
ceived only 37% of the votes. The 
almost-final 1960 talley: Gilbert, 
88,000; Dooley, 98,000. 

In the hectic aftermath of Sen. 
John F. Kennedy's victory, Gilbert's 
political advisors were still interpret- 
ing the meaning of the returns. While 
the effect of the presidential vote on 
Gilbert's showing was taken into ac- 
count, it was still felt that his video 
exposure was primarily responsible 
for his improved vote-getting 
strength. An informal survey of 200 
voters indicated that about half had 



seen Gilbert's political tv spots. 

Gilbert ran in New York's 26th 
Congressional District, covering the 
eastern part of Westchester County, 
which is generously peppered with 
upper-income suburban communities. 
They include Scarsdale (practically 
a synonym for upper middle-class 
living) , New Rochelle, Mamaroneck, 
Rye, and other commuter towns. 
While a wide variety of socio-eco- 
nomic groups inhabit the district, it 
is a favorite residential area for exec- 
utives in advertising, publishing, and 
broadcasting. About three out of four 
voters are registered Republicans. 

Gilbert's campaign consisted of 
minute announcements on WNEW- 
TV, which covers about 30 counties 
in the New York Metropolitan area. 
Taped in advance, the announce- 
ments ran after the late-evening news 
during the week and in mid-evening 
on weekends. Each spot revolved 
around one campaign theme but there 
was a pronounced effort to project the 
candidate's personality. 

In addition to paying for time on 
the station, some of Gilbert's money 
went for newspaper advertisements 
plugging his appearances on tv. He 
paid a premium price for his tv time, 
but he (almost) got his money's 
worth. 
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'YOU could do it better with darts,' said Tenafly, getting up to demonstrate, after I'd plunged into our Daytime Tv 



Depth in 
the afternoon 



by W. F. MIKSCH 

INTENSE BROADCASTING SYSTEM 

Confidential Memo 
FROM: R. J. Varmy, v.p. of sales 
TO : Raglan Stultz 

Here's a hot lead for you, Rags. The Deutschlander 
Pizza-Kebab Co. is interested in buying a quarter-hour 
slice of our Teatime With Tillie two afternoons a week. 
Their agency is Grovel & Cringe. Hurry over there and 
surround it. We don't get much in through the transom 
these da>s. RJV 

P.S. : 1 don't know what to sav about mentioning our 



new Daytime Tv Splitter-Splatter Plan. Lse your own 
judgment. Just don't louse it up. 

From the desk of RAGLAN STULTZ 
Dear R. J. — Thanks a lot for the tip. My pitch is all set 
for 2:30 tomorrow at the agency. You said to use my 
judgment about mentioning our Splitter-Splatter Plan to 
them. Frankly, I don't think I will. Our plan is one can 
of peas I prefer not to open for the simple reason that I 
don't understand it too well myself. I'll just nail them 
down on TUlie and call it a day. — Rags. 

INTENSE BROADCASTING SYSTEM 

Salesman's Call Report 
SALESMAN: Raglan Stultz 

CALLED ON: Deutschlander Pizza-Kebab Co. at G&Cj 
Agency 

LEFT WITH: Nothing but my hat. 
REMARKS: Unhappily, the situation here was not nearly 
so cut and dried as your memo suggested. The decision 
makers were all on hand, but miles apart on any deci-| 
sion. First, the client interest in our Teatime With Tillie* 
stems from the client ad manager, Stringent DrubbJ 
whose mother-in-law once attended the show, came away 
with a side of Canadian bacon plus three cases of hand 
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jlitter-Splatter Plan, spreading 20's through 'Hi, Hausfrau,' and scattering 30's into 'The Destiny of Florence Nightshade' 



;tion and now thinks Tillie is the greatest thing in ty 
nee The Untouchables. 

> When I encouraged Drubb in his bias, extolling Time's 
Jrtues and merchandising possibilities, Churl Tenafly, 
'&C's tv/radio veep, stamped out of the room. It seems 
Unafly was once the fourth husband of our star Tillie, 
lid can't stand her guts. 

* Osric Grovel, the G&C prexy who also is a.e. on the 
count, kept backing away from any opinion on the 
(founds that he has never watched any daytime tv show 
his life except the World Series. As for Bela Single- 
se, the associate media director, he just kept beclouding 
;e issue by muttering about coverage and frequency. 
I've noticed associate media directors have a habit of 
ting this even when nobody's listening to them.) 
It was at this point, to break what looked like a hope- 
is deadlock, that I plunged in with our new Daytime 
ilitter-Splatter Plan. I explained that if they would 
lit up the total minutes of their proposed buy and 
flatter them through all the wonderful daytime pro- 
lams we offer all week, they would not only have a little 
\llie but a lot of other garbage. (Naturally I didn't put 
quite that way, R.J.) 

Just then Tenafly came back to the room to get his 
>e which he'd forgotten. He was quick to grasp that 
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Tille stood to lose out through the plan, so he instantly 
declared himself for it. "Who wants all Tillie anyhow?" 
he said. "This guy's plan makes sense. Spread the busi- 
ness around." I figured we were in. 

"My mother-in-law won't like it," said the client ad 
manager. I figured we were out. 

"Nevertheless," Grovel chimed in, "housewife buying 
decisions on such things as Pizza-Kebab are made at 
every hour on every afternoon. Why pin our hopes on 
only two afternoons when we can unroll the whole blan- 
ket for the same money?" 

I figured we were in again. So I tossed in my own 
original line describing our plan. 

"Depth in The Afternoon," I said. 

There was a long silence. Singletree was the first to 
break it. "But how exactly would we use this plan?" he 
demanded. "Just how will we split up the minutes and 
splatter them? Try and be specific, Stultz." (Oh, these 
assoc. media directors ! ) 

From then on, as they say in boating circles, the seas 
got rough. I deliberately had tried to keep my sell as 
vague as possible, relying on emotional appeal rather 
than on confusing details. As I said before, I don't 
really dig our plan. I know it's all spelled out in our 
(Please turn to page 62) 
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NOW! AUTOMATIC TV SCRIPTS 



^ Bulk of half-hour tv show is automatically written, 
hut suffers no apparent loss of script originality 

^ New system speeds up Ray-Eye Productions' move to 
21 new markets while retaining skeleton staff of writers 




CODED COPY on face of K eysorl card above is typed automatically. Below, script girl 
stops typewriter for manual insertions which she takes from information sheet sent in by local 
builder. Ray-Eye Productions, of Kansas City, finds new script writing system turns out orig- 
inal-sounding copy, eliminates excessive verbiage, and frees its talent for more creative work 




I he so-called mechanical "brain" 
has a new relation; a creative one 
that can put a tv script together fast- 
er than a hack could bat out an open- 
ing line. 

Called an "automatic script writ- 
er," (technically it's three-quarters 
automatic) the system has just re- 
cently been put into effect at Ray- 
Eye Productions in Kansas City for 
its syndicated Builders Showcase tv 
program. The weekly half-hour show, 
launched seven years ago in Kansas 
City, gives viewers a chance to in- 
spect new homes in their community 
via the comfort of the tv screen. It is 
locally sponsored (sponsors in most 
cases consist of utility companies and 
manufacturers of building materials), 
each week features nine homes by a 
local builder. 

Originally produced in the usual 
manner — that is with human script 
writers — the show presented a prob- 
lem when Ray-Eye decided to expand 
into more markets. The company 
had the necessary technical and stu- 
dio facilities, but the staff of four 
script writers obviously wasn't ade- 
quate. Not until the "automatic 
script writer" pitched in at the crea- 
tive end w T ith unmatched speed and 
ease. Here's how the new system 
works: 

Each week Ray-Eye receives an 
information sheet and still photos of 
the homes to be featured from one of k 
its city production managers. The 



sheet, a type "X," "Y," or "Z," mean- W 
ing low- average- or high-priced, is 
filled in by the builder with data on 
the components of the home — exteri- 
ors, garages, and description of rooms 
— fireplace, paper, walls, windows, etc. 

Complete with all the information 
necessary for a full script, the infor- 
mation sheet is turned over to a script 
girl who pulls from a compartmental- 
ized tub file a marginally grooved 
card for each component on the sheet. 

Every possible combination of se- 
lected features for every component 
can be found in the Ray -Eye tub files. 
Code numbered (for example, a me- 
dium-priced home with fireplace, car- 
peting and large window in the living 
(Please turn to page 62) 
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RESULTS of Martin Theatres' saturation radio formula, lite the drive for 'Mating Same' in Marietta, Ga., are gauged "solely on box office" 

Why movies need saturation radio 



^ Martin Theatres, southeastern movie chain, uses spot 
saturation drives to plug current features in 80 markets 

~ Long-time radio advertiser has reversed old program 
formula in favor of repetition; claims box office is up 



lied upon for actual listings, "and are 
more of a reference than an advertise- 
ment," he said. 

Saturation has been MT's radio 
philosophy for the past five years. Be- 
fore that Martin Theatres sponsored 
15- and 30-minute programs. "We 
haven't increased or decreased our 
radio budget with our saturation 
methods," said Patrick, "but rather 
redistributed the monies." 

Although he wouldn't divulge MT's 
advertising budget, he did indicate 
that radio eats up around 25%. A 
nominal amount is spent in tv, and 
the rest in print and billboards. "Our 
weekly budget is consistently in five 
figures, however," he told sponsor. 
The tv spot advertising is done only 
on the two stations owned by Mar- 
tin Theatres. These are VV'lYC, 
Chattanooga ; and WTVM, Columbus, 
Georgia. The chain owns no radio 
stations. 



artin Theatres, a 100-house mo- 
ition picture chain in Georgia, Ala- 
bama, Florida, and Tennessee, has 
been a radio advertiser for almost as 
ft long as radio has been in existence. 
,'And, over the last 25 years, with the 
different trends in movie-going and 
■box office receipts (especially since 
tv) the movie chain has maneuvered 
(its radio spending in different direc- 
tions to meet the times. 
J "Today it's saturation, saturation, 
maturation," general manager Carl L. 
IjPatrick told sponsor, "For the first 
■time in 10 years, box office is on the 
Ijup-turn, and we aim to get all the 
'new and renewed movie-goers into 
Our theatres, with constant reminders 
H what's playing and where," he said. 
"' Martin Theatres looks on radio ad- 
vertising for movie houses as "the 
orime sales agent for the motion pic- 
ure currently playing." Newspaper 
ids, however, are most heavily re- 



The resurgence of movie-going is 
due to "the novelty wearing off of 
tv," Patrick said. For one thing, to- 
day's biggest single box office block 
in movies is the teenager. "Kids from 
10-15 were literally born with tv sets 
in the home," he said, adding, "it 
can't be a novelty to them." As for 
the rest of the population, Patrick 
feels they too "find no novelty in tv 
and are pretty used to programing 
trends by now." 

Why does Martin Theatres use ra- 
dio? "Radio affords us an economi- 
cal way of saturating an area in cre- 
ating an interest in a motion picture 
that will be playing in our theatres in 
that particular area. The repetition 
that you can get on radio is not 
obtainable from any other media at 
a comparative cost," Patrick told 

SPONSOR. 

Martin Theatres' radio timebuying 
is done by the individual theatre 
managers in each particular market. 
Suggested copy, themes, length of 
spots and patterns to follow are of- 
fered by the home office but are not 
mandatory. There is no advertising 
agency. 

Usual time bought is between 7-9 
a.m. and between 5-7 p.m. "Since we 
are selling motion pictures, which is 
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MARTIN THEATRES' spot radio saturation campaigns on about 80 southeastern stations are 
mapped out by Carl L, Patrick (I) general manager, and Ronnie Otwell, publicity director 



a commodity for the entire family, 
we like to advertise to the home when 
the family is together, to better afford 
them to make plans to attend the 
theater/' Patrick stated, 

MT buys spots on about 80 radio 
stations in the four-state area. "We, of 
course, are great believers in satura- 
tion and we will select a picture that 
we feel lends itself to radio advertis- 
ing and have between 10 and 30 
spots per day for a few days on be- 
half of the film," said Patrick. 

The length of the spots used de- 
pends primarily on the film. Movies 
that best lend themselves to radio 
spots are spectaculars such as Her- 
cities, and horror and science fiction 
films, said Patrick. The run-of-the- 
mill drama is usually advertised in a 
10-second spot, the others in 30-sec- 
ond and one-minute ads. 

Martin Theatres is mainly in mar- 
kets averaging 15,000 population. 
The largest market, however, is Co- 
lumbus, Ga. (population: 250,000). 
Here. Martin's drive-in theaters spon- 
sor the only actual program on the 
Martin ad agenda. This is a 5-minute 
sign-off music show on a daytime- 
only local station which plugs drive- 
in movie-going. 

As for cop) line, this varies con- 
siderably in the different markets and 
especially so with the different pic- 
tures that are playing. Most often 
motion picture companies send spe- 
cial copy on their pictures as well as 



disks, tape and other advertising ma- 
terial for use on radio. A good deal 
of MT's ad budget is spent on trail- 
ers and other material from the pro- 
duction outfits, but this is a separate 
reserve, apart from the fund from 
which radio spending is taken. 

In some cases tapes are cut at the 
home office and sent to the various 
stations to insure a uniform presen- 
tation on radio. Theater managers, 
too, work up their own advertising 
copy on any local promotions or 
campaigns. 

It is interesting to note that Martin 
Theatres uses no research or ratings 
services in determining the success of 
its radio advertising. "We measure 
the results of our broadcast advertis- 
ing solely on the basis of box office 
gross of the picture we are plug- 
ging on radio. We do not need any 
service to tell us whether or not our 
advertising has been successful. This 
is always reflected in the box office," 
Patrick said. 

Often theater managers plan tie- 
ins with their radio advertising and 
the current movie. For example, one 
Martin Theatre manager booked A 
Girl Cant Help It, which featured 
many rock 'n' roll artists. He put on 
a saturation radio campaign using a 
tie-in that involved playing the rec- 
ords of the artists featured in the 
movie. His business for this film in- 
creased 300% over normal, Patrick 
told SPONSOR. ^ 



HOW 74 

^ Most radio advertisers 
among 125 polled buy at 
I least half the area stations 

^ Minutes, news shows 
favored; copy is 'straight' 
but some also use jingle 

Rflost banks that use radio — and 
80% responding to a recent survey 
of leading financial institutions do — 
plunge on a grand scale. Of the ra- 
dio advertisers queried, 63% air their 
message on at least half of the sta- 
tions serving their vicinity. 

Architect of the survey which cov- 
ered 125 of the nation's largest banks 
was Raymond F. Blosser, director of 
public relations and advertising at 
the Union Commerce Bank of Cleve- 
land. Findings based on replies sub- 
mitted by 74 of the banks were pre- 
sented at the Financial Public Rela- 
tions Assn.'s convention in Boston 
early this month. 

The banks that use radio favor one- 
minute spots, while news programs 
occupy a close second, according to 
the survey. Of the banks that re- 
sponded to Blosser 's questionnaire, 
71% employ minute announcements, 
and 59% sponsor newscasts in one 
form or another, the most popular 
being five-minute programs. Among 
the other types of radio usage re- 
ported were weather announcements 
and sports broadcasts (both about 
20%). 

As for timing preference, 89% 
specified the a.m. rush hours. The 
next most popular period was eve- 
ning traffic time, mentioned by 65% 
of respondents. (There were multi- 
ple replies, some banks listing two 
or more preferences.) 

By and large, the stations airing 
commercials for the banks surveyed 
are sticking to rate cards. Out of every 
10 stations involved, figures show 
seven are holding the line, two are 
shading somewhat, and only one has 
overlooked the card. 
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BANKS SPEND RADIO DOLLARS 



Content of the banks' radio com- 
mercials tends to adhere generally to 
a straight, gimmick-free approach for 
81% of those reporting. Among this 
overwhelming majority, however, 
there is occasional use of lead-in 
sound effects or jingles. Frequent 
use of lead-in sound effects and jin- 
gles was reported only by 14% and 
12% respectively. 

In response to the question of 
where radio does its most effective 
selling job for banks, there was gen- 
eral agreement that it's in the "sav- 
ings, checking and/or installment 
loans" category. Among the expla- 
nations offered: direct action by lis- 
tener can be urged in the announce- 
ments; this type of copy is easiest to 
understand in short period of time; 
it's of interest to housewives in the 
radio audience. 

Voted as radio's least effective sell- 
ing area by the most banks was trust 
services. Some of their reasons: 
these are not mass appeal services; 
more specialized selling technique re- 
quired; not in keeping with personal 
and confidential nature of these serv- 
ices. 

Among the banks that have utilized 
lead-in sound effects and jingles, 
widely varied comments were re- 
ceived regarding their effectiveness. 
Three banks found lead-in sound ef- 
fects helpful in attracting attention 
at the beginning of a commercial. 
Other opinions ran the gamut from 
"excellent," "very effective" through 
"good but difficult to do well," down 
to "not very effective," and "tend 
toward monotony." Likewise with 
jingles, widely varying pros and cons 
were registered. 

One technique favored by about 
one- fourth of the responding banks is 
to correlate the radio commercials 
with their television advertising. The 
radio announcements "echo" the tv. 
In some instances, "if you close your 
I eyes you can't tell one from the 
j other," as one bank reply phrased it. 
\ Radio finished a firm third in the 
j media preference poll included in the 
survey. Daily newspapers were first, 
followed by television, with outdoor 
| in fourth place. 



The Television Bureau of Advertis- 
ing reported to the Financial Public 
Relations convention on heightened 
utilization of tv by banks and savings 
and loan companies. According to 
TvB's study, there's a 181% increase 
in the number of announcements such 
organizations have used in nine ma- 
jor markets over a three-and-one-half 
year period. 

Currently TvB's research shows that 
a total of 361 financial outfits in 52 
markets use television — an average of 
seven per market. The figures for 
the first quarter, 1960, in these mar- 
kets show 319 companies in these 
52 markets bought 339 programs and 
1,822 spots per week. 

The breakdown on types of tv 



bought by financial organizations in 
the 52 markets: 57% use spots only; 
29% buy only programs; 14% pur- 
chase both. 

News and weather account for 82% 
of the programs. The study shows 
that schedules are spread throughout 
the broadcast day. 

TvB also reported on a survey it 
conducted in conjunction with Benton 
& Bowles for the Savings Bank Assn. 
of New York. 

In Buffalo tv spots and a local tv 
newscast were added to the print al- 
ready used in the area — with equal 
amounts of money spent for each. A 
subsequent survey indicated that re- 
call of tv advertising was one and one- 
half times greater than print. ^ 



HIGHLIGHTS FROM SURVEY 
ON BANKS' USE OF RADIO 

1 HEAVY plunge is characteristic of most, who 
buy at least half of the stations in their area 



2 FORMATS preferred are 60-second spots, five- 
minute newscasts; weather, sports also employed 



3 'STRAIGHT' copy utilized for the most part, but 
some change of pace with jingles, sound effects 



4 MORNING traffic time gets the heaviest portion 
of bank radio spots, with the p.m. rush hour next 



5 CORRELATION of radio advertising with that on 
other media, especially tv, is constructed by some 



6 BOOST to 'saving, checking and/or installment- 
loan' service found to be radio's best contribution. 
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WHIMSICAL characters deliver upgraded bean message. Audio man (c) heckles maestro's efforts to extoll the beans; Boston lady converts him 



Out of nowhere to 70% distribution 



^ Bean processor builds more creative tv campaign 
on previous high frequency utilization of radio and tv 

^ Near the top in tough New England bean market, 
Hoiueiiiaker is presently operating at triple its '58 gross 



N pw England needed another Bos- 
ton baked bean like a hole in the 
head, but broadcast advertising has 
established a home there for the 
Homemaker brand, and that domicile 
is getting more comfortable all the 
time. 

In business over half a century 
proeesfeing foods for other people's 
labels, the Mammouth Canning Co. 
of Portland. Me., braved the New 



England bean market with its own 
label, Homemaker, six years ago. 
High frequency spot radio over four 
Boston stations moved Homemaker 
from anonymity to third position 
among the myriad Boston-type baked 
bean sellers in that city (see "Radio 
puts a new Bean in Old Boston," 
SPONSOR, 11 January 1958). 

While radio was establishing 
Homemaker as a solid contender in 



Boston, the advertiser began dabbling 
in spot tv there and in other New 
England markets. It started with 
short flights of 10-second I.D.'s, 
about 10 per week, and favorable re- 
sults were conspicuous by their ab- 
sence. But radio-induced sales were 
going strong, and by 1957 the com- 
pany saw fit to invest more heavily 
in tv. Short spots — 10's and 20's — 
were employed, but at a heightened 
weekly frequency ranging from 40 to 
12, on a 52-week basis, with occa- 
sional short hiatuses. 

Distribution soon was on the in- 
crease. More supermarkets began to 
promote the item with large displays 
toward the end of 1958 and all 
through 1959. New sizes found their 
way into distribution, including tins 
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containing 11, 16, and 28 ounces. 

"Whereas in the early days, a 
5,000-case shipment to a chain might 
result in as much as 50% carryover 
which had to be worked off with addi- 
tional promotions, in 1959 it became 
apparent that grocery buyers could 
allocate 30-70 cases per store, de- 
pending on locale, and move 3-5.000 
cases in any given 10-day period," 
explains Robert O'Brien, president of 
Monmouth Canning's agency, Hicks, 
Greist & O'Brien. (HG&O is the New 
England regional office of Hicks & 
Greist, created as a result of an agree- 
ment with the Robert F. O'Brien Co. 
signed in June, 1960.) 

As of six months ago Homemaker 
had 65% distribution in New Eng- 
land corporate and independent su- 
permarket outlets, according to a sur- 
vey by the New England Newspaper 
Advertising Bureau. Homemaker's 
agency estimates that in the interim 
this figure has climbed to 70%. 

With continued expansion comes a 
change in Homemaker's tv tactics. 
Frequency has taken a back seat to 
timing and creative content in the 



parceling out of the advertiser's six- 
figure budget. Homemaker now uses 
minutes wherever possible, and places 
them in or adjacent to programs with 
housewife appeal. Top animation 
studios and performing talent have 
been brought in for the new com- 
mercials. 

Under the new arrangement fre- 
quency has been cut approximately in 
half — i.e. where there were 40 spots a 
week of the 10- and 20-second vari- 
ety, now there are about 20, pro- 
vided that number of minutes is 
available in the desired time slots. 
The spots are aired primarily in the 
afternoon, early evening and during 
late evening network fill and feature 
films. Stations currently carrying 
the Homemaker tv spots: WNAC-TV, 
Boston, WWLP-TV, Springfield, 
WRLP-TV, Greenfield, all Massachu- 
setts; WMTW-TV, Poland Springs, 
WABI-TV, Bangor, and WAGM-TV, 
Presque Isle, all Maine. 

Homemaker's new emphasis on cre- 
ativity is manifested in an animated 
film commercial featuring three in- 
vented characters, the maestro, the 



heckler, and the Boston lady. It util- 
izes the jingle previously included in 
Homemaker commercials, but the 
jingle has been dressed up with new 
arrangements, and is performed by 
top singing and instrumental talent. 

Homemaker uses a humorous ap- 
proach in the commercial to gain at- 
tention and enhance memorability. 
And the product benefits from con- 
trast with the more or less straight 
sell employed in the tv commercials 
of Homemaker's competition, accord- 
ing to John Grunewald, Hicks & 
Greist account man-liaison with New 
England clients. 

The new animated commercial 
opens with the maestro conducting a 
group of musicians while the audio 
sounds off with the jingle melody in 
march time and the Satisfiers quartet 
sings. "They all go home with Home- 
maker's beans 'cause that's what they 
go for at home." 

Standing by is a cynical audio man 
(the heckler) who replies to what he 
hears in his earphones with, "Heh! 
Yeh! That's what they say." The 
{Please turn to page 64) 



FREQUENT working sessions on behalf of fhe Homemaker's bean account take place between Bob O'Brien (I), president, Hicks, Greist & 
O'Brien, Boston, and John Grunewald, Hicks & Greist, N. Y., who acrs as liaison with New England ad agency in developing all-broadcast push 




Storer Broadcasting Company has learned 
that responsible, responsive audiences are 
the keys to success in broadcasting. We've 
learned that the best way to develop such 
audiences is to operate in the public interest. 

We've learned, too, that before you can sell 
a product or an idea, you first must earn 
your position within the community, both 
as a good neighbor and as a broadcaster 
of integrity. 

For 33 years Storer stations have had 
responsible, responsive audiences. We are 
appreciative of this continued interest and 
confidence; and we will do everything with- 
in the bounds of good taste and highest 
community service to keep them. 

STORER BROADCASTING COMPANY 

33 years of community service 

Radio Television 

DETROIT. . .WJBK DETROIT WJBK-TV 

CLEVELAND.... WJW CLEVELAND... WJW-TV 

TOLEDO.. .WSPD MILWAUKEE. ..WITI-TV 

WHEELING... WWVA ATLANTA WAGA-TV 

PHILADELPHIA. . . .WIBG TOLEDO WSPD-TV 

MIAMI. ..WGBS 
LOS ANGELES... KGBS 



YOU 
LEARN 

A LOT 
IN 33 YEARS 



NATIONAL SALES OFFICES: 625 Madison Ave., N.Y. 22, PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 



With 'support' often a factor in buying, SPONSOR ASKS: 



Do agencies demand too 

much station merchandising? 



Wally Purcell, prom., merchandising 
mgr., WSDUTV, South Bend, Ind. 
Tli is is one of those "yes and no" 
questions. When you speak of intelli- 
gent merchandising with a specific 
goal done with follow through then I 
would say "no." 

But if it falls into the area which I 
term "moochandising" which inci- 



Yes, when 
they want 
us to 

deliver selling 
services, not 
advertising 



dentally the majority of requests fall 
into, then I answer with a great big 
"yes." By "moochandising" I mean 
the desire of someone to get some- 
thing for nothing. This includes P.I. 
announcements, free plugs, publicity 
announcements or other "moochan- 
dising" bedfellows. 

Some trade paper articles indicate 
agencies will be asking for more and 
more "extras" as selling becomes 
more competitive. If merchandising 
is to increase as a by-product of 
broadcast advertising then ultimately 
the agencies and clients have got to 
pay for it in increased rates. Tv 
stations are selling people — viewer 
people — and if they spend more 
money to deliver more people than 
they actually have watching — some- 
one's got to pay. 

To be specific I'm sure most sta- 
tions have received mimeographed 
letters, unsigned, asking "anything 
you can do to help merchandise this 
schedule will be appreciated." — or a 
request for merchandising from an 
agency that had purchased two I.D.'s 
per week for three weeks (it really 
happened) . 

After all, there arc only so many 
in-store displays, billboards and 
store cards and 1 think that many 
times the merchandising goes to the 
"wheel that snueaVs the most" and 
that is not right. 



1 can see why a client wants in- 
store displays. But whose responsi- 
bility is it? Is the value of the dis- 
play the fact that it says "as adver- 
tised on Channel 16," or that it 
achieves more impulse purchases be- 
cause of prominence? Is it advertis- 
ing or is it selling? I also have a 
feeling from the lack of reaction of 
some agencies that they wouldn't 
care particularly if the actual job 
was ever done or not — just so they 
have a report they can plop on the 
client's desk. 

1 think most merchandising done 
today is wasteful (a recent SPONSOR 
article indicated that many agency 
people feel the same way) . Maybe 
this is too idealistic, but I think that 
real merchandising should be con- 
centrated where there is a need be- 
cause of a specific goal or problem. 
Furthermore, it should be entered 
into with the cooperation of an agency 
and cut off when the goal has been 
reached. 

Letters to dealers informing them 
of schedules or new products, some 
personal calls on brokers or stores — 
yes. But when you go beyond these, 
all the advertisers pay for the mer- 
chandising that only the few can 
benefit from. 

In the end we'll all end up like gas 
stations. One pump and price for 
stamps. Another pump and lower 
price for those who don't want 
stamps. 

Harry Novik, general manager, WLIB, 
New York 

On the contrary. Here at WLIB 
we have found that rather than de- 
mand merchandising from us our 
biggest problem with the agencies 
is to get them to take action on the 
merchandising services we offer them. 

They will take anything they can 
get in the way of plus services, but 
trying to get them to do the little 
work required by them to enable us 
to put our merchandising program 
into action is one of the most frus- 
trating jobs we have. 



For example, one of our merchan- 
dising tie-ins for advertisers is an ad 
arrangement with the Amsterdam 
News for a series of ads valued at 
$100 each. All we need from the 
agency is a rough draft of the layout 
to go to the paper. We have called 
innumerable times and just can't 
seem to get any action from anyone 
there. They seem to want it, yes. 
But evidently not if it's going to put 
them out in any way. 

We originally set up our WLIB 
merchandising program, not because 
agencies demanded this particular 
service from us, but because WLIB 
services the Negro audience in Metro- 
politan New York and we felt adver- 
tisers should be given every advant- 
age in the Negro market which has 
different buying habits than the gen- 
eral markets. 

This has been true because WLIB 
uses a two-man Negro merchandising 
staff who know the merchants, know 
the area and can obtain the best dis- 
play exposures for the products 
where they feel this type of merchan- 
dising will be effective. This WLIB 
team makes regularly scheduled visits 
to the major supermarket chains 
and large stores to make sure the 
products being given the merchandis- 
ing push are being handled properly. 



A r o ,* merchan- 
dising today 
is an 

integral part 
of client's 
campaign 



A number of advertisers have indi- 
cated they don't feel that the market 
WLIB serves is a different market 
from the general New York market. 
But if they followed our merchandis- 
ing team for a few days, they could 
quickly learn a valuable marketing 
lesson that, properly applied to future 
marketing plans, would pay tremen- 
dous sales dividends for their products. 
(Please turn to page 64) 
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TWO IF BY SEA PAUL REVERE 




A 



fry, Paul Revere rode like a firebrand into the quiet night to warn all waiting 
Middlesex County that the British were coming. And . . . when the British 
came, the Minutemen were waiting for them, muskets cocked . , . the 
message got through. Balaban stations travel like a firebrand, too, with 
your message , . . riding straight to win for you on the Balaban policy 
original programming, exciting personalities and reaf selling "know-ho 
The news of your product, or your service is carried straight 
the buyer with the Balaban Stations . . . couriers par excellen 



in tempo with the times. John F. Box, Jr., Managing Director 




THE BALABAN STATIONS: 
WIL-ST. LOUIS WRIT-MILWAUKEE / KBOX-DALLAS 



TV COMMERCIALS 

I Continued from page 30) 

is to get the best price possible for 
the best talent possible. On a speci- 
fication sheet, the producer and the 
agency identify all areas of respon- 
sibility ahead of time. 

W ith the script and storyboard in 
his hands. JWT expects the indepen- 
dent producer to indicate specific 
dates of the initial production meet- 
ing, the start of photography, the 
number of days of studio photog- 
raphy, number of days on location, 
completion of photography, rough 
cut. interlock and answer print. An 
animation producer has a similar 
form to complete. 

"I can go for the cheapest price," 
Gibbs said, "but if I do I can jeopar- 
dize the quality." 

J. Walter Thompson's pre-produc- 
tion preparation is often more com- 
plete than that of other, less well- 
equipped agencies. The JWT pro- 
cedure: 

1 — The producer, writer and artist 
analyze the commercial together be- 
fore the initial work is done. The ac- 
count group gives them all the infor- 
mation on how it is to be used, what 
factors in the product are to be 
stressed, to whom directed, where 
they buy it, etc. 

2 — The agency producer can ex- 
periment with several initial ideas at 
the JWT workshop, which is better 
equipped than some local tv stations 
(complete Ampex sound unit, three 
live camera setup, video tape record- 
ing unit, complete 16mm film unit, 
kinescope unit for recording competi- 
tive commercials, tv piped to six lo- 
cales around the agency). 

3 — -When the producer and account 
executive get back to the client, they 
can show him on film — "and this is 
before we start paying for an outside 
studio" — a rough idea of the com- 
mercial, with most of the bugs al- 
ready ironed out, most of the timing 
set, the demonstration all set. 

It had been expected that tape 
would solve some of the problems of 
rising costs. This, the agency pro- 
ducers (most of whom have been 
brought up on film) said, has not 
happened. 

Their general opinion of tape was 
that it is not the great money and time 
saving vehicle it was expected to be. 
There are, they said, instances when 
—if a rommercial is properly written 



for tape and good pre-production 
planning has taken place — tape can 
offer tremendous savings to clients. 

But there are still too many "ifs," 
they complained. Editing has not yet 
been perfected, is not as flexible as 
with film. And the latest figures, 
they noted, indicate that only 181 
stations out of 535 are equipped with 
tape — creating a problem for media. 
They also pointed out that film trans- 
fers have not been perfected to the 
point of "accepted industry quality." 

Another cost-cutting method is the 
implementation of sheer creativity. 
Here's what agency competitors said 
about three commercials: 

• "Marlboro (Burnett) — it's not 
very expensive or elaborate. Just a 
facial close-up with emotional appeal, 
but successful because of the imagi- 
nation of the director, the lighting 
man and a good track. This ap- 
proach, if it's done right, can have 
terrific impact and won't be terribly 
expensive. It doesn't make a damn 
bit of difference what's on the wall in 
that dark room or what kind of fur- 
niture is used." 

• "OBM's percolator spot for Max- 
well House. One sound insinuates 
taste, smell, all the senses that react 
to a good cup of hot coffee. There's 
nothing there but the sound track, 
one percolator, a couple of pieces of 
toast, and the cup and saucer. There'll 
be no suffering over talent residuals 
here. This is pure creativity on film, 
and inexpensive." 

• "Have you seen the Elgin Watch 
spot by JWT? Just a little baby 
playing with a watch. They shot 
footage, edited it later and wrote 
later, proving their points. I'd say 
they did it for surprisingly little 
money. Proper casting and creative 
planning beforehand . . . blended 
with creative direction, lighting, cut- 
ting and copy." 

Gordon Webber of B&B summed 
up for his colleagues when he said 
that "the bywords are indecision costs 
money and the better the preparation 
the better the costs fall into line. All 
this is good to say, but unfortunately 
in the making of film or tape every 
situation is a unique one, every case 
a special case. 

"The very nature of advertising in- 
volves new techniques, new formats, 
new campaigns. Even with all the 
pre-production planning in the world, 
occasionally one blows up in your 
face." ^ 



MARKET RANKING 

(Continued from page 33) 

some 300 agencymen, is an extension 
of the 60-market job. It actually lists 
100 metro markets ranked by total 
retail sales (according to Sales Man- 
agement) but combines seven of the 
metro markets into four others — 
hence the 93 Advertiser Areas. 

Combined were the following: the 
Newark, Patterson - Clifton - Passaic, 
Jersey City and New Brunswick metro 
markets were included in the New 
York Advertiser Area (they had pre- 
viously been included in the Census 
Bureau's New York metro area but 
were broken out last year) ; the Gary- 
Hammond-East Chicago metro area 
was included in the Chicago Adver- 
tiser Area; the Ft. Lauderdale metro 
area was included in the Miami Ad- 
vertiser Area, and the Tacoma metro 
area was included in the Seattle Ad- 
vertiser Area. 

Of the 93 Advertiser Areas, seven 
have already been firmed through 
previous Young polls and are not 
subject to change in the present ques- 
tionnaire. The seven are: Pittsburgh, 
Tulsa, Hartford, Des Moines, Sacra- 
mento. Stockton, and Allentown-Eas- 
ton-Bethlehem. In all cases the agen- 
cies were polled previous to a Pulse 
area study in which the sponsoring 
stations agreed to abide by the mar- 
ket delineations decided on by a ma- 
jority of the admen Questioned. An 
eighth market, Raleieh-Durham, 
which was surveyed by Pulse after 
admen had their say about its geo- 
graphical outlines, is not included in 
the present top 100 market listing. 

Admen were given no time limit in 
returning the questionnaires, as 
Boehm figured the job of making 
decisions about some 85-odd markets 
will take considerable time. 

In looking at U.S. markets on a 
broader trading area basis, Boehm 
found some interesting statistical 
comparisons. The top 100 metro 
markets account for 54.5% of the 
U.S. population. The same markets, 
grouped into 93 Advertiser Areas, ac- 
count for 69.2% of the U.S. popula- 
tion. 

In the area of retail sales, the top 
metro markets account for 60.1%, 
but the top Advertiser Areas account 
for 73%. Finally, the effective buy- 
ing income (EBI) scale shows the 
metjjo group corrals 62.7%, while the 
Advertiser Area group has 75.2%. ^ 
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IN JOPLIN. MISSOURI 



: WSTV-TV : 



A N N E L 9 

Tht owes cost television bridge to me 
Uppe 0 o Va ey s Five Bi -on Oo si reta i 
mar»st The best ol CBS a~d ABC Plus Shop- 
per Topper Merchandising 

ohn J laui. Managing D r AT 2-6265 

flf rrsfntrd by Averf-Rnodfl, Inc 



28 taier ana 29 « more po»ertu le . i 
and se s 1f)2O0O TV homes who spend 750 
m ion annual y The best o> CBS and ABC 
Plus Shopper Topper Merchandising 

0. T Knight. General Manager — MA 3-7260 

Represented by hi erjKnodfl. Inc 




IN JOPLIN: 

0. T. Knight - MAyfair 3-7260 
IN NEW YORK: 
lee Goy nor — Oxford 7-0306 
Represented Nationally: 
Avery- Knodet, Inc. 



Want increased sales in this rich industrial and agricultural Four 
State Market? Then count on KODE-TV — 28% taller and 29% 
more powerful than the nearest competition to deliver the goods. 
Ford Motor, General Electric, Maxwell House, Macy's Dept. 
Store, Tastemark Dairies, Local Chevrolet Dealers, Duncan 
Hines Cake Mix, Bunny Bread, Procter & Gamble and Falstaff 
Brewery are just a few of the national and local advertisers who 
buy KODE-TV to tell and sell 152,000 TV homes who spend 
over 750,000 MILLION DOLLARS ANNUALLY. 

(FltlEHOLV V 
\fj^\ I John J. Laux, Exec. Vice-President 



: WBOY-TV : 




CLARKSBUROi WEST VIROlNiA 
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Capsule case histories of successful 
local and regional radio campaigns 



RADIO RESULTS 



TRUCKS 

SPONSOR: Volkswagen of New England AGENCY: Direct 

Capsule case history: On 17 October this year Volks- 
wagen of New England staged a Volkswagen Mileage and 
Run Contest and promoted it on WMAS, Springfield, with 
40 one-minute announcements per week for four weeks. 
Listeners were asked to send their estimates of how many 
miles the Volkswagen truck would travel on one tank of 
gas. The first prize, for the nearest estimate, was 500 
gallons of Mobilgas; second prize was 250 gallons. Addi- 
tionally, there were 25 consolation prizes. On the day of 
the contest WMAS broadcast a special remote from the 
starting point and followed it with over 40 pickups direct 
from the truck during the 16 and one half hours the 
contest was in progress. After the contest, Volkswagen ran 
another 40 spots per week for two weeks using the results 
to promote sales. Result: Ralph D. Jones, Inc., Spring- 
field's Volkswagen dealer, reported it as an outstanding 
promotion, bringing hundreds of people to the showroom. 
WMAS, Springfield, Mass. Announcements 



BANKS 

SPONSOR: Liberty Bank of Buffalo AGENCY: Direct 

Capsule case history: The Liberty Bank of Buffalo needed 
an outstanding promotion for the grand opening of its 
Delaware Avenue branch, one that would make the entire 
area aware of its facilities. Working with WEBR, a pro- 
motion was conceived with the "Glass Bank" theme. On 
opening day, the station broadcast directly from the lobby 
of the bank and attracted crowds that made the "Glass 
Bank" the most talked about thing in Buffalo. D.j. Joe 
Rico handled the early evening period from the lobby, 
which brought even larger crowds than during midday, 
and the station's special Trafficopter Reports in the late 
afternoon helped tremendously in advertising the opening. 
Joseph Trapp, vice president of the Liberty Bank of Buffalo, 
said: "On the basis of past performances at other branches, 
we estimated that about 3,000 people would come. But 
by the end of the day approximately 4,500 people had 
passed through, and we attribute most of this to WEBR." 

WEBR, Buffalo Program & Announcements 



AUTOMOBILES 

SPONSOR: Hibschman Pontiac of AGENCY: Direct 

Mishiwaka, Ind. 

Capsule case history: Not only is baseball the great Amer- 
ican pastime but it is also a good way to sell cars. The 
main attraction for ball fans in this area is the Chicago 
White Sox, whose night games WNDU broadcasts. How- 
ever, Don Martin, WNDU's sales manager, found that 
Grand Slam, a 30-minute quiz show the station ran prior 
to the game, appealed to some advertisers more than the 
game itself. Mel Hibschman, owner of Hibschman Pontiac 
of Mishiwaka, Ind., bought participations in the show and 
his hunch that it would be a veritable gold mine for him 
was right. The simple quiz device captured fans' imagina- 
tion immediately: The announcer asked three questions and 
then phoned a local number and if the person receiving 
the call knew the quiz answers, he won two tickets to a 
Vt hite Sox game. This elementary format sold cars for 
Hibschman from the first night of his schedule, and has 
helped make him one of the leading dealers in his area. 
WNDl, South Bend, Ind. Participations 



REAL ESTATE 

SPONSOR: Terry Corp. AGENCY: Direct 

Capsule case history: The Terry Corp., having completed 
eight model homes for its real estate development in the 
Tidewater, Virginia, area, decided to bring it to the atten- 
tion of the people in this area with an advertising campaign 
on WAVY of Norfolk. Since the one important factor in 
selling homes is getting people to look, it required big 
exposure. WAVY came up with an advertising campaign 
that delivered just that. On opening day people came not 
only from the immediate area but from distant points to 
examine the homes. A careful check on the number of 
people was made by the Terry Corp., and there were over 
5,000. Also important to the Terry people was that WAVY 
attracted a caliber of people that had the money to buy 
and were not just window shopping. Usually openings of 
real estate developments bring more viewers than buyers. 1 
but WAVY produced a high percentage of sales for them. 
Terry placed the remainder of its campaign with WAVY. 
"WAVY, Norfolk Announcements 
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What station do you first tune to for news of the Washington area?* 

*Pulse Special Survey, Washington 5 County Metro Area, May 31— June 15, 1960 



WWDC FIRST-by a big margin. When it comes to "hometown" news, 
nobody beats us in delivering it to the big metropolitan Washington 
audience. We deliver the sales big, too. Is your schedule ready? 



WWD6 



Washington 



REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 
For full details on radio leadership, write WWDC or ask your Blair man for a copy of WWDC's new "Profile of Preference." 

And in growing Jacksonville, Fla—it's WWDC-owned WMBR 
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Brand new: Lively, five-minute features every day, 43 pre 
grams a week. These combine intriguing ideas and peoplj 
like "Your Man in Paris" with David Schoenbrun, 
Woman's Washington" with Nancy Hanschman. Other) 
present Charles Collingwood, Douglas Edwards, Zacharj 
Scott, Myrna Loy, Alan King and many more. Long-tim 
CBS Radio information and cultural programs continuj 
of course, including "Capitol Cloakroom," "Invitation tj 
Learning," "New York Philharmonic,' 1 "Face the Nation. 





More good company than anywhere els 
in radio. There's just one place to fin 
a regularly scheduled all-star lineup tin 
includes Arthur Godfrey, Art Linklette 
Garry Moore, Bing Crosby, Rosemarj 
Clooney, Mitch Miller, the colorful nei 
"In Person" program nightly featurinj 
Ron Cochran and people in the new« 
They're all on the CBS Radio Networl 



he CBS Radio Network announces 
>r the '60s: an expanded program 
tructure, new audience appeal and 
elling opportunities seven days a 
eek— all starting November 28th. 




Now CBS Radio becomes the first network 
to present ten minutes of news on the hour. 
This means more complete coverage, b\ the 
top news team in broadcasting. In addition: 
Edward R. Murrow, Lowell Thomas, Allan 
Jackson, Howard K. Smith, Robert Trout, 
"World News Roundup; 1 "World Tonight" 
on a regular schedule, plus the unrivaled 
coverage of special events by CBS News. 




(Ten more weekend sports programs are 
scheduled as ex-Yankee Jerr> Coleman joins 
Phil Rizzuto and Pat Summerall in provid- 
ing knowledgeable sports reporting all 
week long, 52 weeks a year. And important 
events— big Bowl games, the full New York 
Giants football season, horse racing's 
Triple Crown, the Masters Golf Tourna- 
ment— are all on the CBS Radio Network. 





ws 



Only the CBS Radio Network offers ad- 
vertisers such a range of selling oppor- 
tunities, morning to night, seven days a 
week. From a single segment of Arthur 
Godfrey to a full-scale saturation cam- 
paign. For years, this network has been 
first in programs and audiences. Now the 
expanded schedule means even greater 
leadership. And more reason than ever 
to use the tremendous selling power of 

THE 
CBS RADIO 
NETWORK 
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National and regional buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Chesebrough-Pond's, Inc., New York: Bulk of its Pertussin sched- 
ules begins this month. Day and fringe night minutes have been 
bought for 26 weeks, moderate frequencies. Buyer: Genevieve 
Schubert. Agency: Compton Adv., New York. 

E. & J. Gallo Winery, Modesto, Calif.: Over 50 markets are get- 
ting long schedules on Gallo wines. Most will run up until summer- 
time using night minutes and 20's. Buying is done out of both the 
New York and San Francisco offices of BBDO. 

Studebaker-Packard Corp., South Bend: Plans reported here 10 
October are taking shape, with Film ways' situation comedy Wilbur 
and Mr. Ed being placed in about 100 markets on a dealer co-op 
basis. Run starts early January for 26 weeks. Buyer: Bob Laza- 
tera. Agency: D'Arcy Adv. Co., New York. 

National Biscuit Co., New York: Campaign on Dromedary Dates 
begins this month in 10-15 markets. Day minutes are scheduled 
for six weeks in most markets. Buyer: Gerry Van Horsen. Agency: 
Ted Bates & Co., New York. 

Bristol-Myers Co., New York: Going into 15 markets this month 
with schedules for Bufferin. Placements are for 26 weeks, fringe 
night minutes. Buyers: Joe Ostrow and Frank Moran. Agency: 
Young & Ruhicam, New York. 

Lanvin Parfums, Inc., New York: Big holiday promotion on 
Arpege and My Sin, with the budget expanded this month for addi- 
tional markets. Weighty lineup of nighttime I.D.'s is placed up 
\ until Christmastime. Buyer: Barbara Sweden. Agency: North Adv., 
New York. 

International Milling Co., Mankato, Minn.: Scheduling an- 
nouncements this month for Robin Hood flour in 10-15 markets. 
Day minutes and 20's are set for three weeks. Agency: H. \Y. Kas- 
tor & Sons Adv. Co., Chicago. 

Brown Shoe Co., Inc., St. Louis: While shoe advertising is 

usually done in the back-to-school and Spring-Easter times, this 
ladvertiser has decided to hit hard in December because it has found 

shoe sales up 12% in the pre-Christmas period without any special 
jpromotion. Plans are for use of 80-90 markets for the first two 

weeks of December on its children's line. Buyer: Eloise Beatty. 
'Agency: Leo Burnett Co., Chicago. 

RADIO BUYS 

podge Div., Chrysler Corp., Detroit: Schedules begin this month 
|in the top markets for its new truck campaign. Heavy frequencies 
hi traffic minutes run for three weeks. Agency: BBDO, Detroit. 
Whitehall Laboratories, Div. of American Home Products 
Corp., New York: Six-week campaign on Heet Liniment starts 5 
December. Day minute schedules go into about 14 markets. Agency: 
Vrthur Meyerhoff & Co., Chicago. 




J J 
J J 

REGIONAL 
TV POWER 

with one buy, 
one rate card! 

kelQland 

Total coverage of 103 counties in South 
Dakota, Minnesota, Iowa, Nebraska and North 
Dakota 

KELO-LAND is a fantastic 73.496- 
square mile market. You merely nibble 
at the fringes of it from Omaha or 
Minneapolis. Only ONE tv facility 
blankets all 103 counties — completely, 
simultaneously, no gaps! That's KELO- 
tv SIOUX FALLS, S. 0. and its KELO- 
LAND booster hookups. And all with 
one rate card. No tv buy is a national 
buy without KELO-LAND 

CBS • ABC 

KELO tv SIOUX FALLS; and boosters 
KDLO tv Aberdeen, Huron, Watertown 
KPLO tv Pierre, Valentine, Chamberlain 

JOE FLOYD, President 
Evans Nord, Cen. Mgr.; Larry Bentsc 1 'ce-Pres. 

Represented nationa iy by H-R 
In Minneapo is by Wayne Evans & Assoc'ates 




NEGRO 

Community 
Programming 



SPANISH 
PUERTO RICAN 

Programming 



of Whirl-Wind 
sales action 



WWRL 



NEW YORK DE 5-1600 

r 10:00AM-5:30PM **5:30PM-10:00AM 
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MICROPHONES 

- a type for every requirement 

Check your microphone requirements, today. Do 
you have one for each purpose — remotes, an- 
nounce, interviews, boom, general purpose? Use 
the handy order coupon to order any microphones 
you need. 




FINEST QUALITY MICROPHONE 

Standard microphone of the industry, the 
RCA 77-DX offers full range frequency response 
with a choice of three pickup patterns. Avail- 
able in a satin chrome finish for radio and a 
low gloss gray for TV, it will offer years of 
rugged dependable service. $180 




PERSONAL MICROPHONE 
Ideal for Remotes 

Wherever a small inconspicuous microphone is 
needed the BK-6B can be used. This 2.3 ounce 
unit offers excellent reproduction for every 
speech application both in the studio and in 
the field. $82. M 





HIGH-FIDELITY UTILITY MICROPHONES 

General purpose BK-llA microphone is the 
modern version of the very famous 44BX It 
is ideal for every studio use, especially live 
music pickup. The BK-11A is an economical 
high performance unit designed for years of 
rugged service. J 125 



NOISE-REDUCING BOOM MICROPHONE 

Here is the highly directional BK-5A micro- 
phone for TV boom use. Its pickup pattern 
effectively reduces noise while offering full 
range highest quality pickup of the desired 
source. The BK-5A is also an excellent choice 
for control room use. $165 




COMMENTATOR MICROPHONE 

The BK-1A is a fine microphone for interviews, 
panel shows, and all general announce work. 
Its rugged construction and insensitivity to 
wind and mechanical vibration make the BK-1A 
ideal for outdoor remotes. $75 



ORDER NOW BY MAIL! 

Order any of these five microphones for prompt delivery. 
Send check or money order with j T our order and micro- 
phones will be shipped prepaid. Mail your order to RCA, 
Audio Sales, Broadcast and Television Equipment Division, 
Building 15-6, Camden, N.J. Use coupon below. 




The Most Trusted Name 
in Electronics 

g R\DIO CORPORATION OF AMERICA 



RCA, Audio Soles, Broodcost and Television Equipment Division, Dept. NB-264 
Building 15-6, Comden, N.J. 

Pleose send the units checked. Check enclosed O 

□ 77-DX □ BK-6B Q BK-11 A □ RK-lA □ BK-5A 



Send to. 



Address. 
City 



-Zone. 



.Stote. 



Enclose remittonce with order and save shipping chorges. 



What's happening in 0 S Government 

that affects sponsors, agencies, stations 



WASHINGTON WEEK 



14 NOVEMBER I960 

Gtpyrliht I ICO 

•ronton 

PUBLICATION* IHO. 



The unpredictable Oren Harris and the FCC combined last week to shock the 
broadcasting industry: it was believed that there was a good chance that the worst 
of the regulatory storm is over, but this is now considerably less certain. 

The Ark ansas Democrat who heads the House Commerce Committee and its now-defunct 
Legislative Oversight subcommittee made a threatening speech in Nashville. His office made 
sure, however, that it was circulated in Washington, the nerve center of regulatory informa- 
tion for the industry. 

The FCC for the second time in recent months invoked seldom-used license can- 
cellation proceedings. The first case, involving the Denver water-closet flushing incident, 
resulted in a warning and a cease-and-desist order rather than revocation. 

Current KRLA,, Pasadena, proceedings are on license renewal as most of these cases have 
been. Switching to revocation proceedings, if this turns out to be the trend, is evidence 
of a much tougher FCC attitude. 



Harris spoke at the 35th birthday celebration of WSM's Grand Ole Opry, but there was 
little music for broadcasters in his speech. 

He hit two main points: (1) network regulation; (2) clamping down on wide- 
spread buying and selling of radio and tv stations. In some sectors, he even interre- 
lated the two problems. 

Higher and higher property prices, he argued, means that broadcasters must operate more 
and more for pure profit at the expense of serving their communities. Networking program- 
ing in television takes responsibility from the stations, where the law places it. 

As to both topics, he demanded "what happens to the opportunity for local self-expression 
on radio and television stations? What happens to the need for developing and using local tal- 
ent in radio and tv programing? What happens to programs designed to serve minority groups 
and special tastes?" 

He denied any intention of giving the FCC authority over what goes out on the air by 
way of programing, but re-emphasized his determination to see to it that broadcasters are 
made to know the air waves belong to the public. 

The next Congress will have to decide whether tv networks are to be held equally ac- 
countable with the stations, and "what limitations should be placed on the transfer- 
ability of broadcast station licenses," he added. 



The FCC's own get-tough policy took the form of license revocation proceed- 
ings against K.WK, St. Louis, for allegedly fraudulent on-the-air contests. 

Institution of these proceedings coincides with a new push to make the FCC program- 
ing ideas more concrete in the application forms. 

Present goal is to come to firm conclusions before Congress returns in January. Staff is 
working to boil things down for intensive consideration by the Commissioners at an early 
meeting. 

Agreement appears to be at least 5-2 on the general proposition that a station is to (a) 
take affirmative steps to ascertain community needs; (b) promise to meet them; (c) and 
then submit evidence as to how they were met on application for renewal. 

Details are at issue, particularly those concerned with the exact form of the renewal and 
license applications. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



One of the first items on the agenda of business in 1961 for syndication may 
be a thorough overhaul of international tv film operations. 

The economic impetus for soul-searching towards foreign business is this: it's the only 
sector of the tv film business that's still booming in frontier fashion. 

But don't overlook the main factor of public responsibility, currently a very sensitive spot 
in high level policy making: namely, the extent to which U. S. tv film exports tend to 
speak for the nation as a whole. 

There's serious concern in high circles over the kind of tv film programs we export: al- 
though some shops such as CBS Films have earned a reputation for distributing news and in- 
formation programs, the bulk of our export business consists of bard-hitting action-adventure, 
occasionally distortive of the American image. 

Most tv film men are interested in matters of business and not politics; but the fear has 
been expresed that unless something more is done to improve U. S. tv film's international re- 
lations that it might become a subject for federal intervention. 

Several syndicators were pursuing Ballantine (Esty) this week in the hope thai 
it might not renew MCA's Johnny' Midnight or take another show from that shop. 

Ballantine has already renewed its other alternate week regional, MCA's Shotgun Slade. 



Stations are doing a brisk Christmas business with toy advertisers on entire 
feature films as pre-holiday specials. 

Just among CBS o&o's, for example, these two sales were closed this week. 

• General Toy (Webb Associates) bought three Saturday afternoon feature films on 
WCBS-TV, New York: Tom Sawyer, Huckleberry Finn, and Alice in Wonderland. 

• Remco Industries and American Doll and Toy Co. (Webb Associates) will sponsor 
the same three as Children's Film Classics on WCAU-TV, Philadelphia. 



Screen Gems and Jack Wrather will cast their lot together on 5 March when an 
hour-long show combining Dennis the Menace and Lassie will be carried on CBS TV. 

Both shows have a similar audience and setting and a special script blending the two 
back-to-back half-hours will be created for the occasion. 

It's believed to be the first time that two network shows have combined in this way. 
Each will get extra attention and promotion values at no added production cost. 



Can you, as a buyer or seller of tv film, compose a more clearly circumscribed 
and apt word for the functions it entails than the term "syndication," or "syndica* 
tor"? 

The reason this is brought up: people on the film producing and distributing side of the 
business feel that "syndication" no longer describes the expanded facets of the field and 
certainly has outlived its original connotation. 

They contend the term "syndication" doesn't give sufficient emphasis to the fact that they 
also create and produce and that the words imply a diminished sense of prestige. 

Network tv film arms and the major independent firms in the same field all produce as 
well as distribute, which has led some of their spokesmen to suggest that the term producer- 
distributor be substituted for "syndicator" where it applies. 
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FILM-SCOPE continued 



No one lias yet come up with a formula for liquidizing unsold pilot films on a 
large scale. 

Occasionally it's possible to sell 13 for a summer replacement, and some producers or dis- 
tributors skillfully slip them into dramatic anthologies, or sell a few now and then for special 
short-term use, 

Syndication resistance to unsold pilots is very high, despite the ample produc- 
tion budgets in them. "They're an unknown — stations would rather by an off-network re- 
run with a name and a track record," says a syndication sales manager. 

Film men are still taking a watch-and-wait stance on the recent FCC option time 
rulings. 

All theory says that the new ruling will create a film boom; but all experience is against 
undue optimism that might lead to unnecessary investments and a new film surplus. 

The talk making the rounds this week — that one syndicator was dissolving its 
national sales staff — has been categorically denied as untrue. 

Nevertheless the story had reasons attached to it which said a great deal about the new 
network selling climate: presumably syndicators' chief hopes are more and more to sell to a 
network and less and less to an agency or advertiser. 

Hence, the allegation goes, one sales chief himself can handle his three best prospects — 
ABC TV, CBS TV, and NBC TV — and doesn't need a large staff to cover the conventional na- 
tional prospect list. 

However, the new tendency won't pertain to the biggest network suppliers. 

George Shupert's successor as sales chief of MGM-TV is John B. Burns, also an 
alumnus of ABC Films. 

Shupert and Burns both joined MGM-TV in 1959; Burns was national sales manager of 
MGM-TV before his elevation to the post of general sales manager this week following upon 
Shupert's resignation. 

Has syndication become a year-round business? 

Some say yes; some say no: the bigger syndicators try to keep some new product in sales- 
men's hands most of the time, but the medium and smaller-sized syndicators anticipate a 
slack season until January — or perhaps longer. 

Rod Erickson will become president of Filmways and Martin Ransolioff will 
move up to chairman of the board. 

Erickson recently was acting as sales agent for Sam Goldwyn feature films and before that 
captained Warner Bros, overseas tv film sales. 

His activity in programs lately would seem to indicate that Filmways is getting very seri- 
ous about expanding into more program production. 

Schwerin's testing experience lias led to a differentiation of three types of com- 
parative demonstration commercials which vary considerably in effectiveness. 
They are: 

• The actual demonstration: this tends to be very effective if the product lends itself 
to seeing-is-believing treatment. 

• The metaphorical demonstration : this works well for remedy products where anima- 
tion, graphs, etc., do effectively when live-action are not feasible. 

• The scientific demonstration: these laboratory measurements tend to be the least 
effective type since frequently there's no product recognizability. 
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A round-up of trade talk, 
trends and tips for admen 
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Burnett has poined the ranks of the agencies after the Parker Pen account. 
Others include: Compton, JWT, F&S&R, Clinton E. Frank. 
Insiders still insist it'll he going hack to JWT Chicago. 



It could be strictly wishful thinking hut there are some agency managements 
who think that the trend among giant package-goods advertisers to farm out their 
products to more and more agencies is beginning to show reversal signs. 

The cause cited: the giants are finding it too expensive to be allied with too many agen 
cies; every time it adds an agency it has to add another complement of people to serv 
ice that agency. 

These giants find a lot of agencies give them more brains to pick, but the quality of 
brains is often in ratio to the size of the budget. 



Watch for General Mills to come up with its own pre-school age show. 
ItTl go spot and fill a void caused by CBS TV's gentle ousting of General Mills 
from Capt. Kangaroo and replacing it with competitor Kellogg. 



It's a revolutionary concept but one tv station group's toying with the proposal 
of offering one night of the week on the basis of run-of-schedule. 

The commercials, naturally, would be rotated from week to week. 

The premise: advertisers would increase their spot commitments and the rotating princi- 
ple would serve spot as an additional tool to buck the network spot carriers. 



Don't be surprised if more beer companies become heavy stock investors in 
baseball and football clubs. 

The actuating motive derives from this question: why pour millions of dollars in 
air rights into a club without winding up with some sort of equity? 

Among the brewers holding partnerships in teams : Budweiser, the St. Louis base 
ball operation; Goebel, the Detroit Lions; Falstaff, the St. Louis Cardinals. 



Admen are wondering whether an account among the first 10 in tv cxpendi 
tures is paying 15% on talent to any of its agencies. 

One agency found itself cut off from this account when it objected to waiving any part 
of the talent 15% or booking participations through the account's house agency. 



The first sign that an agency is about to lose a substantial account : people in 
the lower echelon whoVe worked on the account begin looking around for other berths. 
It's happening in the case of agency with heavy soap-toiletries billings. 



The sudden elevation of an oldtimer in air media to No. 2 position in his agen« 
cy is attributed to the fact he was seriously considering retirement. 

And what was more important: He would take along a nifty pet account. 
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j CHANNEL 5 MOBILE, ALA. 

Call Avery-Knodel, Representative 
or C. P, Persons, Jr., Qeneral Manager 
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where 
people can vote 
for all 3, 
they elect ABC 



NETWORK 


RATING* 


1/2 HR. WINS* 


ABC-TV 


19.8 


26 


NET Y 













•Source: Nielsen 24 Market TV Report covering all commercially sponsored evening programs, wet 
ending October 30, I960. Sunday, 6:30-11 PM. Monday— Saturday, 7:30-11 PM. 



Where the 3 networks have equal facilities, where the people have a 
3-way choice, most homes watch ABC-TV most of the time. The chart on 
the left nails that proposition down beyond quibble. But it doesn't give 
you the whole story. For the time in question (week ending October 30) 
ABC had 26 firsts out of 51 half hour periods, more than the other two 
combined. Network Y had 14, Network Z, 11. In the nights-of-the-week 
department, ABC led with 4 out of 7. Network Y took 2, Network Z, 1. 
On a program basis ABC had the highest rated program and 3 out of 
the top 5. It's smart to do business with ^BC TELEVISION 



DEPTH 

i Continued ]rom page 35 

Jiff\ Slide-Rule Presentation Kit. but 
I just choke up mentally when I try 
to figure it out. 

1 opened mv dispatch case, spilling 
its contents on the floor to stall for 
time. It was too late to lead them 
back to that nice, uncomplicated buy 
of TiUie. They now sat with interest 
whetted and pencils poised awaiting 
the plan. I had nowhere to fumble 
but forward. 

In as coherent a fashion as possi- 
ble. 1 w orked out a package for Pizza- 
Kebab. I started with a base of one 
60-second announcement three days 
a week plus a 10 and two 40's on the 
other two days of Teatime With Til- 
lie. That guy Tenafly sure must have 
hated her because he stomped out of 
the room again. I ignored it and 
went on. 

I added 20 seconds a day on four 
shows of Hi, Haus frail with a 30 on 
Fridays. Then I threw in alternating 
15- and 35- second spots on Just 
Wait'll Daddy Gets Home for Tues- 
days and Thursdays, working in a 
pair of 20 ; s and three 15's on four 
days of Hey, Lady, Your Roast is 
Burning. 

Singletree, with that mixture of 
alertness and skepticism peculiar to 
cocker spaniels and media buyers, 
was noting down everything I said. 
But 1 knew his interest stemmed pure- 
ly from a desire to trip me up. 

I glanced over at Drubb, the cli- 
ent a.m. He had fallen into a deep 
sleep. But 1 plodded on. undismayed. 
I spread 20's over four davs of Dr. 
Mah oney's Psychotic Females and 
dropped in a 30 on Monday. Then, 
just for kicks. I suggested 40-second 
announcements on three of our 
Beauty And Her Automatic Washer 
programs. 

Osric Grovel gritted his teeth. 
"Oh. God, bring back agency show 
r ''he groaned. 

'* d not to hear. Warmed 
u allenge. I waded on, 

s a 1 ' through The Destiny 

°f F r e t hade and sprink- 

ling AiU i, man lp Against It. 

Drubb stir d in his sleep. "We 
r mid d , this better with a program 
i r and an e\ dropper/ he mum- 
d. 

'Or a w de- h <k ■ shotgun," said 
Gr \d. Amonek w what this'll do 
t > ur a unting d tment?" 



"You can e\en do it with darts." 
Tenafly had wandered back in with a 
fistful of darts I some station promo- 
tion gift, no doubt) and was pegging 
them to a network schedule on the 
wall. 

Sensing that I might be losing my 
audience, I rushed toward a conclu- 
sion, lacing the remaining 130 sec- 
onds (including our Bonus 40-Second 
Announcement) through three stan- 
zas of Delinquent Daughter, then set- 
tled back with a satisfied air. 

Singletree, that sweet-scented me- 
dia man. who had been writing it all 
down, got up. 'Tm going out and 
have this checked through our elec- 
tronic computers," he said. "It's too 
much for any human brain." 

When he returned, he eyed me 
stonily. "Mr. Stultz." he said, "your 
Splitter-Splatter Plan has just broken 
down our computing equipment. 
Heaven knows what it will cost to re- 
pair. There are two MIT graduates 
working on it now, but it may have 
to be sent back to the factory. How- 
ever," he went on, "just before the 
data-processing linkage snapped and 
the memory unit exploded, the ma- 
chine found your plan to have an 
8.0025% error in announcement al- 
locations plus five seconds of com- 
mercial time left over. I have no idea 
what the final error would have 
been." 

"You could have taken my w r ord 
for it, you sneak," I said. "If you've 
bust vour electronic brain, it's your 
fault." 

Singletree shook his head sadly. 
"Frankly. Stultz," he said, "I don't 
think you have the foggiest idea what 
your own plan is about." 

W ith all due respect to our experts 
in Tv Network Planning and Sales 
Development. R.J., I must admit I 
understand the daytime scatter plans 
of our rival networks better than our 
own — possibly because they use few- 
er decimal points. 

Unmanned by Singletree's attack 
and stung to the quick. I replied, 
"Look, our Splitter-Splatter Plan is 
not too unlike the plans of the other 
three networks — only ours is better. 
There it is in a capsule." 

Well, it seems none of them knew 
that our competition had similar 
plans. So now they want to hear 
everybody's story before they buy. 
And that's where things stand now. 
But don't worry. All is not lost. It 
just looks that way. ^ 



RAY-EYE 

{Continued from page 36 J 

room would read "Y," "F-l-5-6"), 
the card is easily located then proc- 
essed for automatic copy and code 
numbers, indicating where manual 
entries are to be made. This com- 
pleted, the script writer drops the 
cards in a nearby basket, from where 
they are marginally keysorted into 
file sequence for return to the tub 
files and reuse. 

One of the most interesting fea- 
tures of the automatic script writer is 
its repetitive use of phrases which, 
Ray-Eye claims, "not one viewer in 
1,000 will detect," because attention 
is centered on the visual, with narra- 
tive emphasis on particular features 
of the home. Key phrases like "un- 
usual exterior," "distinctive styling," 
"decorative yet very functional," are 
used over and over with no loss of 
viewer interest. In fact, a Ray-Eye 
spokesman reported, it's the fantastic 
number of word combinations that 
gives each script its sense of orig- 
inality. "Our scripts are sharper, less 
verbose and more informative." Too 
often, a script writer, tired of the 
same descriptive words, strains for 
something more original, sometimes 
reaching so far, his copy fails to con- 
vey what it should "Creative strain- 
ing is lost on viewers of a show such 
as Builders Showcase," he added. 
"Our audience is after feature infor- 
mation." 

To copywriters horrified at the 
threat of an automatic script writer, 
a word of assurance. "A system such 
as ours only releases a competent 
writer for work more worthy of his 
talents," the Ray-Eye spokesman said. 
"Creative writing talent is not so plen- 
tiful that it can be wasted on repeti- 
tious copy. And let's face it, much com- 
mercial copy is repetitious. It's in- 
tended to convey information, and 
only a limited number of descriptive 
phrases do that job." 

Effectiveness of the new automatic 
script writer system is evidenced in 
many ways. For one thing, Builders 
Showcase, currently in nine markets, 
is under contract to expand to 30, 
starting January. For another, the 
former film technique has been re- 
placed by video tape, which while 
more costly is easily compensated by 
the savings in new writer costs (no 
increase in the original staff of four 
script writers is necessary). ^ 
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YOU MAY NEVER DIVE 36,000 FEET _ 



BUT*.. You Can Penetrate Deeper In Kalamazoo -Battle Creek 
and Greater Western Michigan With WKZO Radio! 



7-COUNTY PULSE REPORT 

KALAMAZOO-BATTLE CREEK AREA — JULY, 1960 
SHARE OF AUDIENCE — MONDAY-FRIDAY 





! 




WKZO 


Station "B" 


Station "C" 






6 A.M. - 12 NOON 


29 


19 


9 






12 NOON -6 P.M. 


28 


17 


e 






6 P.M. - 12 MIDNIGHT 


32 


17 


e 



There's no doubt about it . . . WKZO Radio has once 
again proved to give greater audience penetration in 
Kalamazoo-Battle Creek and Greater Western Michigan 
than any competitor! 

In the new Pulse (see left), WKZO Radio has stretched 
its long-standing lead to a spectacular average of 73% 
more listeners than Station "B" (6 a.m. to Midnight, 
Monday through Friday). WKZO Radio easily holds the 
No. 1 position morning, afternoon and evening in all 360 
quarter hours surveyed, Monday through Friday. 

Ask Avery-Knodel for availabilities on WKZO Radio for 
Kalamazoo-Battle Creek and Greater Western Michigan. 



%The bathyscaph, "Trieste" recently set a new world's record by diving 36,000 feel below the Pacific Ocean's surface. 




WKZO-TV — GRAND RAPIDS-KAIAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC, MICHIGAN 
KOLN-TV— LINCOLN, NEBRASKA 



WKZO 

CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

Avery-Knodel, Inc., Exclusive National Representatives 
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HOMEMAKER 

( 01 tinucd from jyage 41 I 

maestro overhears, glares in his di- 
rection, taps his music stand, and be- 
gins again. This time, when the quar- 
tet >ings. "They all go home with 
Honiemakers beans.'' the heckler in- 
terrupts with. "Heh! Boy. They don't 
tell you why. though." 

This time the maestro grabs the 
overhead microphone and in the 
forced mild tone of one trying to 
control his temper, asks the recalci- 
trant audio man, "Don't — you — like 

baked beans?" Whereupon he re- 



IN GREENVILLE— 
S. C's 1st MARKET 

LEADS 




Ask us or 
AVERY-KNODEL 
for the facts about our leadership 

WFBC 

5,000 WATTS - 19 HOURS DAILY 

GREENVILLE, S. C. 
Offered with WORD, Spartanburg, 
S. C. r as the PIEDMONT GROUP 
AFFILIATED WITH WFBC-TV 



plies, "Yeh. Baked beans I like," 
chuckling as if he has just scored a 
point. In an effort to drown out this 
annoyance the maestro speeds up his 
musicians, and the quartet rapidly 
sings, "They-all-go-home-with-Home- 
maker's-beans." The heckler de- 
mands to know why — and a large 
"Why" is superimposed on the 
screen. 

The Boston lady to the rescue. 
This quaint, old, Victorian-type 
wheels out a cart topped by a pot of 
the product, and delivers the pitch, 
during which there is a dissolve to a 
live pot of beans. Then the scene 
cuts back to the heckler, tongue out, 
mouth watering as the Boston lady 
ladles out a spoonful of Homemaker's 
for him. She continues the pitch 
and he continues eating, dipping the 
spoon into the pot faster and faster, 
as the commercial ends. 

Homemaker's utilizes the rebuilt 
jingle in its spot radio drive which 
continues in three markets. There 
are three versions of the jingle to 
intersperse: march tempo, swing, and 
barbershop. One radio commercial 
includes all three, while others use 
just one, allowing more time for live 
copy. 

Homemaker's radio commercials 
are all minutes. They currently are 
aired on WNAC, Boston; WEIM, 
Fitchburg, Mass.; and WHEB. Ports- 
mouth, X. H. 

Homemaker's distribution is grad- 
ually spreading into key selected mar- 
kets outside of New England. At the 
outset only promotions are utilized, 
but broadcast advertising is contem- 
plated after the product improves its 
position. Included in the newly in- 
vaded territory are metropolitan New 
York, part of upstate New York. 
Michigan, Illinois. Florida, and the 
Washington-Baltimore market. ^ 





LeadinglW Dallas agencies place 

among top 4 stations in total market 
and in top 2 for quality market ! 



SPONSOR ASKS 

{Continued from page 44 J 

James H. Ferguson, vp sales, WWLP- 
fTRLP, Springfield, Mass. 
Our complaint is not with adver- 
tisers and their agencies demanding 
too much of us in the merchandising 
efforts. The WWLP-WRLP map plan 
for merchandising is clearly spelled 
out to our advertisers. Our mer- 
chandising plan extends equal mer- 



Xo, but 
agencies 
should try 
to assess 
merchandising 
effectiveness. 



chandising assistance to all our ad- 
vertisers based on a minimum buy 
formula. 

However, we do have a gripe. It's 
this. Many agencies refuse to hear 
the reports of their client's manufac- 
turing reps and those of the whole* 
sale brokers attesting to the effective* 
ness of in-store merchandising, In 
short, agencies, rather than simply 
being aware of the existence of mer. 
chandising services, should attempt 
to assess their effectiveness — one. 
against the other. 

All too many broadcasters render 
the lip-service type of merchandising 
without actually delivering the real 
thing. Agencies unable to visit each 
market and evaluate the merchandise 
ing assistance themselves, should lis- 
ten to the people able to report on 
such merchandising assistance. The 
people who observe these services 
continuously and first hand; the 
brokers and product representatives, 
in the market. 

All the rating points in the book 
won't sell a single can of beans by 
themselves. Unless you have a solid 
recommendation on merchandising 
from the people who represent you 
in the market you cannot reallv be 
sure whether or not such mercham 
dising is effective. And sometimes 
it's even more difficult to explain a 
sales increase than it is to defend a 
buy based solely on cost-per-thoui 
sand. 

W#> don't think that agencies de t 
mand too much merchandising — we 
onlv wish thev would pay more attem 
tion to effective merchandises when 
it is beins devoted to their benefit. ^ 
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WAPI Makes The Headlines 




^^^°°FTve S break: Tune in 
Give jagged nerves br 
«tViin« Broadway Alter 



^ j:„ TV editor 

^ i t?F News ramo- 1> 
«Y ROBERT E. - ked> a nd I 

I* 1 B t thnse who are " have your 

Are y°° °, n 4 extent «.at it you don t ha^ o{ 
mea „ bad to the ext« rfear 

After the dishes g„ cn good 

plopping d««n into and lis ten 

?Uio about ton)g ht, for 

music m Tlroadway A" e r , nf Music, a r» l 

mU T he P r0 ^ rC l e nt The Lucas, 
example, *3£y. £ok the break 

. "3 Jkt and heard The J SQ ^ 



c-nain filming some 

self fighting ,»g £4 » Jan {roro 

bull but ran for tn he shoW ed 

bumped ribs f" ^..^>a „ ^f^xposure, 

You h?Ji 

photos 
on ^ 



mfgical radio. fll frl 



Jim Lucas' popular BROADWAY AFTER DARK 
is the sort of show people have come to 
expect from WAPI . . . entertaining, imagina- 
tive. It's a typical example of the way WAPI 
delivers the programs that deliver the audience'. 



REPRESENTED NATIONALLY BY HENRY I. CHR1STAL CO., INC. 




50,000 WATTS 
BIRMINGHAM 
ALABAMA 



•5,000 NV 
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In Chicago 
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... the Northwest Expressway brings the world's busiest jet air- 
port, O'Hare Field, within eighteen minutes of the Chicago Loop. 
This new link in Chicago's vast network of superhighways not only 
speeds airport traffic, it provides access to all interstate toll roads. 




In Chicago 

WGN 

RADIO 



reaches more homes 

than any other 

Chicago advertising medium. 



Winner of the Alfred P. Sloan 
Highway Safety Award for 1958 and 1959 




WGN IS CHICAGO 

Quality • Integrity • Responsibility 
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NEWS & IDEA 

WRAP-UP 



HONORING ADVERTISERS. Brand Names Week (4-14 May) campaign gets underway as 
James T. Aubrey, Jr. (I), pres. CBS TV Network, presides over first meeting as newly appointed 
chairman of planning committee. With him is Henry E. Abt, pres., Brand Names Foundation 




40TH FOR BOTH. Celebrating its and radio's 40th anniversary, KDKA. Pittsburgh, returned 
to 'K' building at Westinghouse Electric Plant, site of its first broadcast [Harding-Cox presiden- 
tial election). Participating in celebration: station's (l-r) Harold Arlin, first full-time anncr. 
(shown below in early '20's); Ed Schaughency, newscaster since '32; Les Rawlins, gen. mgr. 




ADVERTISERS 



Look for Lanolin Plus to move 
heavily into network tv via the 
minute participation route vvi th 
the turn of the year. 

The account is buying some tv 
but its weightiest commitments have 
heretofore been in bartered time. 

Campaigns: 

• Gillette Safety Razor spending 
over SI million to push its holiday 
gift line. Some of it will go to ABCs 
NCAA football and Fight of the Week. 
Radio stations in more than 100 top 
markets will share in Gillette's Christ- 
mas sell. 

• Larry's Sandwiches, going" 
heavy on radio and tv in the L.A. area 
to introduce Larry's Poor Boy frozen 
sandwiches. Agency: Enyart and 
Rose. 

• Brooklyn Union Ga* and 
Magic Chef, Cleveland. Tenn.. put- 
ting $15,000 into a jointly-sponsored 
five-week campaign featuring Magic 




< 



GETTING THE HANG OF IT is Patrick 
Zaucha, ad dept. librarian at BlueOoss-Bli 
Shield, as she puts up Michigan Associatec 
Press Bdcstrs. 3 ad award for tv documentar) 
'Emergency.' Aiding her: ad dir. Lou Graf 
(I)- Charles Snell, v.p. Ross Roy-BSFitj 
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Chef as Range of the Month. A chunk 
5of the ad money will go to spot radio. 
Agency' D'Arcy. 

• General Mills using tv's Na- 
:ional Velvet and Wyatt Earp Show to 
introduce its new formula, newly 
jackaged, Betty Crocker Angel Food 
Hakes mix. Agency: BBDO. 

► Apple Growers Associations, 
^ew York and New England, is em- 
)arking on heavy spot radio satura- 
ion this month in 81 major market 
tations. Minutes will be used. Agen- 
y: Charles W. Hoyt. 

• Revere showing its new Design- 
rs Group line with filmed minutes on 
v beginning latter part of this month, 
tevere's pre-holiday sell is slated for 
he northeast. Agency: Adams & 

eyes. 

• MeGarvey-Atwood Flame 
loom Coffee being initiated in the 
Ipper Midwest area via an all-out 
adio campaign embracing 11 stations 
l Minneapolis and St. Paul. More 
lan 1,000 spots a month will be 
ired during promotion which began 
1 October. Agency : Knox Reeves. 



People on the move: Charles D. 
Dunkin to Colgate-Palmolive, as v.p. 
and Colgate Dental Cream account 
executive. He's from Ted Bates . . . 
Richard L. Goodwin from ad man- 
ager, DeSoto, to director of advertis- 
ing and sales promotion, Dodge, 
Detroit. 

Kudos: Krupniek & Associates, 
St. Louis, recipient of first, second 
and third place awards in the Third 
Annual Awards Competition of the 
St Louis Art Directors Club, for its 
animated tv spots . . . Procter & 
Gamble president Howard Morgen 
to be honored for his "outstanding 
service to humanitarian causes" at the 
Annual Awards dinner of the Adver- 
tising and Allied Industries of Joint 
Defense Appeal, 30 November, at the 
Waldorf Astoria. 



AGENCIES 



Almost on the heels of the break 
with Continental Oil, there eomes 



the dissolution of the bond be- 
tween Benton & Bowles and Carl- 
ing Brewing. 

B&B has handled the Red Cap Ale 
portion of the Carling account for 
nearly 11 years. 

No successor agency to B&B has 
been named. 

Agency appointments: RCA Vic- 
tor Canada, record division, to Grey, 
Ltd. . . . Head Ski from Hockaday 
to VanSant, Dugdale, Baltimore . . . 
Hertz Rent-All, new division of Hertz, 
to Needliam, Louis and Brorby, 
New York City . . . Allen B. Wrisley 
to John W. Shaw, Chicago . . . 
Westinghouse Electric to Ketelium. 
MacLeod & Grove, for its nine ap- 
paratus divisions, the atomic power 
groups, and five of the company's 
general products divisions (over $4 
million) . . . WBNY, Buffalo, (Straus 
Broadcasting) to Robert S. Ris* 
man, that city . . . Zane Construc- 
tion to Riegcr and Wollman, Bal- 
timore . . . Chanel, Bourjois and Lit- 
tle Lady, Canada, to Burley, Nor- 



LOHA WEEK in Hawaii found K-POI (Honolulu), Collins Radio 
Cedar Rapids), sending veteran pilot Chuck Banfe on 9-day, 21,000- 
}\e globe-circling flight. Station broadcast live from around world 





HAVING IT, TOO! It's 25 years for WEMP, Milwaukee, with many 
more to come. Fete for advertisers, agencies, local leaders is hosted 
by station's (l-r) A. M. Spheeris, pres.; Glen D. Roberts, founder; 
Mrs. Suzayne Cleaveland, comptroller; Hugh Boice, Jr., v.p.-gen. mgr. 
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niau, (.rnig & Kuiiimel Ltd., To- 
ronto. 

PEOPLE ON THE MOVE: Rich- 
ard E. Usher to head new public 
relations department. Fletcher Rich- 
ards. Calkins & Holden . . . Lloyd 
W. Durant from Parkson to Lennen 
& Newell as account executive on the 
Best Foods-Division, Corn Products 
. . . William M. Wood from J. Wal- 
ter Thompson, N.Y.C., to account ex- 
ecutive. Xeedham, Louis and Brorby. 
that city . . . Seott Young from 
WBBM-TV. Chicago, manager, video- 
tape production, to Leo Burnett, Chi- 
cago, as program department super- 
visor . . . Sam Pierce to Guild, Bas- 
com & Bonfigli, San Francisco, as 
director, television programing . . . 
William Ziegler, Jr., from JWT, 
N.Y.C.. to account executive, and 
Roland Lesser to media-research 
manager, Real-Kill Products, Del 
Wood Associates, N.Y.C. . . . Wil- 
liam F. Sherry from WVOX-AM, 
FM, New Rochelle, N. Y., to media 
director and account supervisor, S. E. 
Zubrow, Philadelphia. 



MORE PEOPLE OX THE MOVE : 
Joseph Battaglia, Jr., from Doyle 
Dane Bernbach to Ben Sackheim, 
in charge of broadcast programing 
and all tv/radio production . . . 
William E. MeKeaehie, McCann- 
Erickson president, retiring after 31 
years with the company . . . Elwyn 
R. Walshe from Fletcher Richards. 
Calkins & Holden-Bryan Houston and, 
Stuart Gray from NBC to radio/tv 
department. N. W. Aver . . . Brian 
M. Forster, from American Veter- 
inary Medical Association to farm 
radio/tv copy staff, Aubrey, Finlay, 
Marley & Hodgson, Chicago . . . Al 
Sarasohn from Kenyon & Eckhardt, 
L.A.. to creative group head, K&E, 
New York City . . . Emerson Foote, 
president McCann-Erickson (U.S.A.), 
amed chairman, National Education- 
al Committee of Advertising Federa- 
tion of America. 



A\er adds six to Philadelphia me- 
dia dept.: Riehard Gehring from 
Lewis & Gilman, Mrs. Mildred Far- 
ren from Al Paul Lefton; Charles 
A. Ventura, Jr., from WWBZ, Vine- 
land, N. J.; Franklin R. Auch, Jr., 
from Fisher, Bruce & Co.; Dorothy 



A. Adamiek from H. Daroff & Sons: 
and Robert W. Anderson from 
Chrysler and Kaiser-Frazier. 

Thisa 'n' data: Hieks & Greist 
report it has increased its billings by 
84 million, having added 12 new ac- 
counts since the first of the year . . . 
Mogul, Williams & Savior to sup- 
port the Myron A. Mahler Scholarship 
at NYU for the next five years witr 
a monetary boost of $3,000. 



TV STATIONS 



TyB's latest communiques on tv 
eustomer expansion, names the 
confectionery and waxes field. 
The highlights: 

• Waxes : increased net and spot 
gross time billings during the first 
six months of this year, 153% over a 
like period in 1958. The top advertis- 
ers: Johnson, billing, $4,751,055; 
Simoniz, $2,710,759; Aerowax. $952,- 
797. 

• Confectioners : upped their net 
and spot gross time billings for the 
first six months of the year by 59% 
over the same period in 1958. Top 
advertisers: Wrigley, $4,130,653; 
Sweets Company of America, $1,721,- 
023; American Chicle, $1,648,975. 

Ed Bronson, NAB tv eode direc- 
tor, and Dean McCarthy, head of 
Storer's own Quality Control op- 
eration, described their activities 
at a meeting of Storer tv pro- 
gram directors in Atlanta. 

The meeting also gave the directors 
an opportunity to observe how 
WAGA-TV handles its editorials and 
to participate in a discussion on pro- 
motion and exploitation teed off by 
J. J. Kelly, Storer national sales man- 
ager, and national tv program direc- 
tor Ewald Kockritz. 

Ideas at work: 

WDSU, New Orleans, is sponsoring 
a high school marching bands com- 
petition. Six high schools are putting 
their best feet forward in hopes of 
marching off with the trophy prize. 
Acting as judges are station officials. 

Special notes: WSTV-TV, Steu- 
benville, Ohio, played host to a group 
of food brokers, manufacturers, and 
advertising people at a special Day at 



the Races party. Luncheon and cock- 
tails preceded the racing event . 
KPHO-TV, Phoenix, partied some 
60 advertising agency people from 
L.A. and San Francisco during a 1 
weekend of golf, sight-seeing trips J 
and special events. 

PEOPLE ON THE MOVE: Sy- 
mon B. Cowles from WTTG-TV, 
Washington, D. C, to WNEW-TV, 
New Yorw City, as director advertis- 
ing and promotion . . . Thomas W. 
Bookmyer from sales staff, Look 
magazine, to WJBK-TV, Detroit, as 
sales staffer . . . Jaek Yeager from 
Meredith WOW, Omaha, to general 
sales manager KHOL-TV. Kearney- 
Holdrege, Neb., and KHPL-TV, Hayes 
Center, Neb. . . . Lila Lambert from 
WKRC, Cincinnati, to newly created 
post, promotion and publicity man- 
ager, Taft Broadcasting . . . Vic Lud- 
ington from sales manager, WLYH- 
TV. Lebanon, Pa., to local and re- 
gional sales manager, WSPA-TV, 
Spartanburg. S. C. . . . Peggy Rog- 
ers from WLW-T. Cincinnati, to pro 
motion director. WKRC-TV. Cincin 
nati . . . Donald E. Hardin from 
TV Guide to advertising merchandis 
ing director, WKRC-TV, Cincinnati. 



MORE PEOPLE ON THE MOVE: 
Arthur Ei sen tat from advertising 
and promotion head, KPLR-TV, St| 
Louis, to director merchandising ant 
marketing, that station . . . Rieharc 
Marsh, from operations manager 
KNXT, and the CBS TV Network, tc 
head of separate operations depart 
ment, KNXT, Hollywood . . . Doro 
thy Mugford, from WDAU-TV, 
Scranton, Pa., to manager of promo 
tion and community antenna systen 
liaison, WNEP-TV, Scranton-Wilkes 
Barre, Pa. . . . Ed Bonham to loca 
sales manager. WAVY-TV, Norfolk 
Va. . . . Tom Thornton, from na 
tional sales coordinator for KNX 
CRPN, Hollywood, to account execu 
the that station . . . Hank Weiss 
merchandising manager for House 
wives Protective League, to nationa 
sales coordinator, KNXCRPN, HoIK 
wood. 

Kudos: WTAE, Pittsburgh, recipij 
ent of National Optimist Award foj 
its outstanding youth programs dull 
ing 1959-60. 

(Please turn to page 74) 
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Quality 

CD 



US1C 



Stations 



The New Dimension In Radio 
In Major Markets 

jese are your Quality Music FM Stations 

. . Delivering the largest single Quality market in America 

t . . The Fine Music audience, most influential, most efficient 
and most responsive. 



" r . s market now represents over one quarter of ALL U. S. 
-lilies. The fastest growing advertising audience today 
. reached most effectively through Quality Music pro- 
ms. An audience which cannot be duplicated with any 
•c er broadcast medium. Loyal and receptive Quality Music 
«a ilience listening averages 3 hours per day, 4 days per week. 



J tponsive: Quality Music audiences are pace setters at 
age of acquisition and are able to buy. Quality Music 
ertisers have found this audience to be most responsive 
vell-directed appeals. 



V 



• |V Cost: Because the medium is young and growing fast 
ility Music Stations offer the chance to establish time and 
jience franchises at extremely favorable low cost. Any 
jlker-Rawalt office listed below can give details on these 
We hope you will contact them soon. 



ions. 



WIFI PHILADELPHIA, PA. 

To 450,000 FM homes in metropolitan 
Philadelphia, WIFI means fine music at 
92.5 on the dial. The ever increasing 
number of local and national advertisers 
using WIFI attests to its popularity in 
the nation's 4th largest market. 

WYZZ WILKES-BARRE, PA. 

The Pioneer FM fine music station serv- 
ing 200,000 FM homes in the Scranton- 
Wilkes-Barre, Hazelton area of 3 million 
people. Since 1947 WYZZ has built up 
a "captive quality music audience" un- 
duplicated by any other station in the 
area. 

WFMM BALTIMORE, MD. 

The fine arts music station for 130,000 
FM families in the 12th national market, 
Quality Music program format and 
quality control of commercial copy gives 
the advertiser a solid unduplicated re- 
sponsive audience. A station for nation- 
al advertisers to check carefully when 
setting up radio plans for Baltimore. 



National Representative — WALKER- RA WALT 



NjjYort 

Madison Ave. 
York 17 
>y Hill 3-5830 



34 
N 



M 



Chi 



360 N. Michigan Ave. 
Chicago, III. 
Andover 3-5771 



Boston 

100 Boylston St. 
Boston, Mass. 
Hubbard 2-4370 



COMPANY, INC. 

Los Angeles 

672 S. Lafayette Park PI. 
Los Angeles, Calif. 
Dunkirk 2-3200 



San Francisco 
260 Kearney St. 
San Francisco, Calif. 
Exbrook 7-4827 



'! l]>NSOR • 14 NOVEMBER 1960 



71 



Construction has begun! 



"Once the Chesapeake Bay crossing is completed, Greater Norfolk, the 
experts say, will burst into millions and become the South's leading market." 

— NEWSWEEK MAGAZINE 

The new 17J4-mile bridge-tunnel link will put Tidewater, Va., 
70 miles and 1J4 hours closer to New York, and on the fastest 
route to Florida. 

This mammoth 200 million dollar project already is boosting 
business in the market. What a time and place to plant a promotion 
dollar, for profit, for growth! 

Already metropolitan Tidewater (Norfolk & Newport News) has 
the greatest concentration of population in the entire Southeast — 
820,000 people in half the area of metro Atlanta or Miami! 

TIDEWTAR is a better way to spell it, and sell it. For WTAR-TV 
is he most powerful medium in the market — first in every rating 
survey ever made here! 



IMTADTll NORFOLK, VIRGINIA 

1 V CHANNEL 3 ~ 




Represented by (Edward! Petry AlCc, Inc.) The Original Station Representative 
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WRAP-UP 

(Continued from page 70) 

NAB's Tv ('ode Review Board 
rkairman, E. K. Hartenbower, 
speaking before the seventh an- 
nual New Products seminar in 
INew York City, advised advertis- 
ers and broadcasters to protect 
their joint stake in radio/tv com- 
mercials by blending "good sell 
with good sense." 

Said Hartenbower: "Code Board 
members have been described as 
prissy, picayune and mid- Victorian, 



but they have demonstrated from ex- 
perience that it is easier to edit be- 
forehand than to produce a S20,000 
commercial that disgusts the public." 

His recommendation: adherence to 
two basic rules: (1) that a demon- 
stration must prove a claim in fact; 
(2) there must be no deception of 
any kind. 

PEOPLE ON THE MOVE : Thorn- 
as S. Carr, WBAL, Baltimore, v.p. 
and general manager, appointed chair- 
man of the political committee for 
the Maryland-D.C. Broadcasters As- 



l 



sociation . . . Floyd Fletcher, co- 
general manager of Capital Cities 
Broadcasting Raleigh-Durham, N. C, 
tv station, WTVD, named president 
of North Carolina Association of 
Broadcasters . . . Milton D. Fried- 
land, general manager, Plains Tele- 
vision stations, elected to the Illinois 
State Industry Advisory Committee of 
the Illinois State Broadcasters Asso- 
ciation . . . William B. Colvin from 
advertising and sales promotion, WBZ- 
TV, Boston, to director of member 
services, TvB . . . Harold Cranton 
from advertising and promotion di- 
rector Metropolitan Broadcasting, to 
similar post at NTA . . . Roy Danis 
from Smith/Greenland to assistant di- 
rector, Television Information Office. 



RADIO STATIONS 



Quality Radio's new head, Scott 
McLean, would like to be able to 
give advertisers a clearer under- 
standing of the word quality. 

His reasoning: "there are many 
quality stations, but their objectives 
are often varied. We must attempt to 
differentiate between 'quality' with a 
capital Q and 'quality' with a small 

y." 

McLean hopes to establish the defi- 
nition by the first of the year. 

Other plans: to continue and broad- 
en the scope of the organization's 
ideas exchange clinic. 

i See newsmakers, page 82, for 
more on McLean.) 

Ideas at work: 

• WKMF, Flint, Mich., is trying 
out a new programing gimmick for 
Buick, on a 13-week trial basis. Tai- 
lored specifically for Buick's 18,000 
area employes, the program has been 
named The Factory Whistle. News.! 
sports, weather and other items of in- 
terest to Buick workers and their fam- 
ilies will be aired on the program de- 
signed, according to a Buick spokes- 
man "to keep our employes informed 
about what is going on at Buick and 
will help them to become better ac 
quainted with each other's activities. 
If the program goes over, Buick will 
sign up for a year." 

• WCKY, Cincinnati, promoting 
Your Gal Sunny show by mailing out 
brief recorded samples of the shov 
with messages worded "How in the 



rfejinitiott 

high'- brow 7 

(hT'brouO,n. Slang. A 
person who enjoys 
something until it 
becomes popular. 




You couldn't call the people who live in 
the some 448,000 TV homes in our area 
highbrows, for we have always been 
popular. So the best way to reach all of 
the non-highbrows in this market is thru 
non- highbrow WSLS-TV. Now if you are 
a non-highbrow and want a station that 
has been popular for years, and always 
will be... then, try WSLS-TV in Roanoke, 
Virginia. 



WSLS - T "V 

B3 



ROANOKE, VIRGINIA 
NATIONAL REPRESENTATIVES, BLAIR TELEVISION ASSOCIATES 




74 



SPONSOR • 14 NOVEMBER 1960 



THE RAILTON SPECIAL 
IS THE 

PACESETTER 

IN AUTOMOBILES 

It hit an incredible speed of 415 miles per hour 




IS CINCINNATI'S 

PACESETTER 

RADIO STATION 

WSAI is the only radio station in 
Cincinnati offering a merchandising plan 
through supermarkets. Our exclusive tie- 
up with A & P stores offers you extra sales 
promotion . . . guaranteed in-store 
displays for your client's products. In Pro- 
gramming ... In Popularity ... In Produc- 
tivity . . . WSAI is Cincinnati's PACESETTER 
radio station 

Represented Nationally by gill- pern A New York, Chicago, Los Angeles, San Francisco, Boston, Detroit 
THE CONSOLIDATED SUN RAY STATIONS ViSM-Cincinnati; Vi?lH-Philadelphia; WALT-Tampa 
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world did the post office ever allow 
this hot package to reach you? Any- 
way, now that you've got it. lock 
your door, draw the drapes, discon- 
nect the phone and settle back to 
hear a 3-minute sample of the nicest 
thing that's happened to men since 
B.B." A fact sheet with program time, 
station, and show description goes 
along with the record. 

• WLOB, Portland. Me., cashed 
in on Halloween door-ring time by- 
designating some 100 area homes as 
WLOB treat homes. Youngsters were 
advised to discard the usual trick or 



treat question and to ask, instead, "is 
this a WLOB treat home?" Those 
who chanced upon a treat home and 
popped the right question, received a 
certificate which they could redeem 
for a silver dollar at a sponsor store. 

• WCKR, Miami, is setting out to 
prove that listeners don't know their 
money sounds. What's more, they're 
paying money to those who can prove 
them wrong. To participate in the 
station's Sound of Money contest, lis- 
teners are asked to correctly identify 
the amount of coins which is dropped 
during air time. The first person who 




th/ TV 

MARKET 
IN THE 
NATION 

$2,000,000,000 IN RETAIL SALES 

WOC-TV serves the largest market between Chicago 
and Omaha . . . Minneapolis and St. Louis. 438,480 
TV homes; almost $3 billion in effective buying in- 
come; over $1 billion gross farm income. 

And to help you get the maximum number of these 
dollars WOC-TV specializes in effectively co-ordin- 
ating and merchandising your buy at every level — 
the broker, wholesaler, direct salesman, key buyer 
as well as the retail outlet. 

Further proof of aggressiveness — WOC-TV offers 
the greatest amount of local programming — over 
33 hours each week. 



w 


PRESIDENT 

Col B J Pilntrr 
viCfcpRFA * TREASURE" 
D D P timet 
EXEC VICE-PRESIDENT 

5ECRETARY 

Wm. D Vifw 
RESIDENT MANAGER 

Emeu C &uden 
ALU MANAGER 

Psi Shallirr 


THi QLINT CITItS 

DAVENPORT 
BETTENDORF / IO * A 

ROCK. ISLAND "] 
MOLINl V ILL 
tAST MOLINl J 


channel 



Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabil- 
ities. See him today. 



PETIRS. GRIFFIN. VOODVAttD. II*C 
FXrtUSIVE NATIONAL REPRESENTATIVES 



phones with the correct answer, gets 
the money. 

• WINS, New York City, is mak- 
ing sure that folks in the metro area 
will not be birdless, come Thanksgiv- 
ing Day. The station is giving away a 
goose a day. To qualify for the hand- 
out, listeners are invited to expound, 
in 110 words or less, on the provoca- 
tive subject Why My Goose is Cooked. 
The writer of most unusual letter re- 
ceived each day gets the bird. 

Station acquisitions: WRIB, 

Providence, R. I., bought by Spring- 
field Broadcasting Co. from R. I. 
Broadcasting for $225,000. Sale bro- 
kered by Edwin Tornberg & Co. . . . 
KJNO, Juneau, Alaska, bought by J. 
Chester Gordon, owner of KBYR, An- 
chorage, and KFRB, Fairbanks. The 
three stations will be known as Radio 
Alaska . . . WTAC, Flint, Mich., 
sold to Marvin Orleans, Sold Krug- 
man, Louis Tose, Gene Milner and 
Tom Reddy, all of Philadelphia. Sale 
price, $555,700. Sale brokered by 
Hamilton-Landis. 

New quarters: WLS, 360 North 
Michigan Ave., Chicago. 

Thisa 'n' data: KKAA, Honolulu, 
changed its call letters to KORL . . . 
KBIG, L.A.. has put out a new fact 
folder pointing up the station's audi- 
ence, coverage, market statistics and 
air personalities. 

PEOPLE ON THE MOVE: Ed 
Bobbins from program director and 
air personality, WVIP, Mt. Kisco, to 
WFYL Garden City, L. I., as network 
coordinator, Herald Tribune Radio 
Network . . . William E. Clark from 
program director. WLEU, Eria, Pa., 
to promotion director, WEEP, Pitts- 
burgh . . . James U. Sweeney, Jr., 
from account executive, WNHC, New 
Haven, to local and regional sales 
manager, that station , . . Sherril 
Hops from assistant sales service 
manager, KNX, Hollywood, to sales 
promotion assistant, research and 
sales presentations, KNX and the 
CBS Radio Pacific Network . . . John 
R. Mahoney to sales staff, WRCV. 
Philadelphia. 



MORE PEOPLE ON THE MOVE: 
Charles W. Stone from general 
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manager and v.p. WAMS, Wilming- 
ton, Del., to K1DA. Des Moines, as 
general manager . . . Norman Wein 
from radio/tv director, Wyse Adver- 
tising, to WDOK, Cleveland, as pro- 
gram director . . . Doug Walker 
from sales manager KAGO, Klamath 
Falls, Calif., to sales manager, KLIV, 
San Jose, Calif. 



Resigns: Morton J. Wagner, from 
Bartell where he was v.p. and direc- 
tor. Future plans: to head-up pro- 
posed broadcasting group. 



NETWORKS 



Here's network radio's 15 lead- 
ing advertisers for 4 weeks end- 
ing 4 September, according to 
Nielsen : 

TOTAL HOME 
BDCSTS. 

ADVERTISER. DELIVERED 
NO. OF BDCSTS. (000) 

186,386 
109,350 
89,566 
88,926 
83.378 
62.911 
46,938 
44,514 
38,574 
37.296 



I Pepsi-Cola (588) 

, Chevrolet (218) 

! Midas (170) 
Liggett & Mver (303) 
Reynolds, R. J. (269) 
Metropolitan Life (125) 
Ex-Lax (136) 
Kellogg (80) 
Frito (155) 
General Foods (84) 
Grove Div.-Bristol-Mvers (85) 35.705 
Time, Inc. (81) 35,462 
Hudson Vitamin (146) 35.456 
Seven-Up (68) 34.368 
Staley (44) 33,629 



Net tv sales: Ideal Toy to co-spon- 
sor NBC TV's Macy's Thanksgiving 
Day parade telecast. 



Net radio sales: The American 
f Lamb Council, Denver, (Potts- 
Woodbury. Kansas City), has bought 
weekly participation in ABC's Don 
Wc.XeilPs Breakfast Club for a six 

nonth period beginning the first of 

he year. 



Programing note: CBS Radio 
breaking 19 informational programs, 
jtnd 10 new sports features beginning 
18 November. CBS will also expand 
ts hourly news reports at that time. 



Net affiliate: KIFI-TV, Idaho Falls, 
Idaho, with NBC TV, 15 December. 



Net specials: Life Magazine 
(Y&R) to sponsor NBC's telecast 25 
Years of Life, 2 March . . . Timex 
Watches (W. B. Doner) sponsoring 
NBC TV's public affairs series, White 
Papers, starting 29 November. 

PEOPLE ON THE MOVE: Wil- 
liam H. Trevarthen, NBC's direc- 
tor of Television Network Operations, 
elected v.p. of that department. 



REPRESENTATIVES 



National spot tv gross hillings, as 
measured by TvB-Rorabaugh, for 
the third quarter will probably 
run slightly under the trend. 

The margin for the second 1960 
quarter was 9.7% over last year. 

Indications are the fourth quarter 
will show something of a trend re- 
covery. 

H-ITs Bill McRae succeeds Katz* 
Greg Murphy as head of Atlanta 
Station Reps. 

Other officers: Dick Hunter. Hol- 
lingbery. v.p.; Joe Sierer, Petry, sec- 
retarv. 



PEOPLE ON THE MOVE: Wil- 
liam Travis from WJJD, Chicago, 
and Jack Hughes from KROC, 
Rochester, Minn., to Branham. Chica- 
go, as account executives. 



FILM 



SAG members were voting this 
week on whether to authorize 
the union to call a tv commercials 
strike should it be needed. 

More than 14,000 ballots were be- 
ing circulated: a 75 per cent majority 
is necessarv to authorize a strike. 



Sales: CNP"s Blue Angels alternate 
weeks on the Conoco regional sold out 
on WWL-TY, New Orleans: WOAI- 
TV, San Antonio; KOA-TV, Denver: 
KOTV. Tulsa: KHO-TV, Spokane: 
KCMO-TV, Kansas Citv; WOW-TV. 



Omaha; WHEN-TV, Syracuse; and 
WSJS-TV, Winston-Salem; similarly, 
alternate weeks of Jim Backus on the 
Carling regional sold out on WAGA- 
TV, Atlanta; KOIN-TV. Portland; 
WWL-TV, Detroit: WKJG-TV, Ft. 
Wayne: W1CU-TV, Erie; WROC-TV, 
Rochester; KXLY-TV, Spokane; 
WLW-T. Cincinnati, and WTAE. 
Pittsburgh . . . Ziv-L A s three net- 
work sales this season are Klondike 
and Bat Masterson on NBC TV and 
Aquanauts on CBS TV . . . Flamingo 
Festival package to WTAE, Pitts- 
burgh, and WCAX. Burlington . . . 
WWLP, Springfield and WRLP, 
Brattleboro, bought Lopert Pictures' 
Latest 62 . . . Ziv-UA's Miami Un- 
dercover to Household Finance and 
Burger Beer, WBNS-TV. Columbus 
Texas State Optical, KPRC-TV, Hous 
ton; WLBW-TV, Miami: KOI-TV 
Denver: WLW-A. Atlanta: KTSM 
TV, El Paso: WAVY-TV. Ports 
mouth; KDIX-TV. Dickinson ;KMOT 
TV. Minot; KUMV-TV. Williston 
KFYR-TV, Bismarck, and KTVK 
Phoenix. 

More sales: Ziv-UA's Economee 
sold Space and Challenge re-runs to 
KRON-TV, San Francisco; WJW- 
TV. Cleveland; WHDH-TV, Boston: 
CKLW-TV, Windsor-Detroit; WAGA- 
TV. Atlanta; WAVY-TV, Norfolk- 
Portsmouth; WNDU-TV. South Bend, 
and WGAX-TY. Portland, Me.; Econ- 
omee 's / Led Three Lives to WCBS- 
TV. New York; WNBQ, Chicago; 
WHBQ-TV, Memphis; W1SN-TV, 
Milwaukee; KBTV. Denver: WMAL- 
TV, Washington; KSL-TV. Salt Lake 
Citv: WOl-TV, Ames-Des Moines, 
and WCTV. Tallahassee . . . VI TV. 
Virgin Islands, purchased the follow- 
ing from CBS Films: Annie Oakley. 
Phil Silvers, Perry Mason, Track- 
down, Border Patrol, Whirlybirds, 
San Francisco Beat, Honeyrnooners, 
y'aiY Log, and / Love Lucy . . . 
WWLP. Springfield, and WRLP. 
Brattleboro - Greenfield-Keene, pur- 
chased the \5 arner Bros, package of 
post- 1948 films . . . Banner Films' 
Debbie Drake to WWJ-TV, Detroit: 
WDSU-TV. New Orleans: WLOS-TV. 
Asheville; WDAU-TV. Scranton; 
WSB-TV. Atlanta: WLBW-TV, Mi- 
ami: KCRA-TV. Sacramento: KOTV. 
Tulsa: WYE W -TV. New York; 
WISH-TV. Indianapolis: WANE-TV. 
Ft. Wayne, and KATV. Little Rock. 
(Please turn to page 80) 
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Two things. 



One — it points out how brilliant a job 
advertising can really do. Two — it proves that 
the advertiser who does it generally 
winds up with the business. 

The moral is obvious. 



do with you ? 



Which brings up two things more. 

One — there are some 7500 men and women 
involved in the purchase of national spot. 
Of this number — the top 2000 control over 
95% of the total business. We call them 
the "influential 2000". The most economical 
way to pre-sell this "influential 2000" is 
via a schedule in SPONSOR because SPONSOR 
has the greatest penetration of influence 
with this "influential 2000" of any book 
in the broadcast field. 



Two — give your ads a "patch" of individuality. 
Without it— the page you buy is empty. 
With it — you can spark a purchase, increase a 
schedule, motivate a new appraisal, change 
a buying pattern and build your station's 
volume every year. 




THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 

40 East 49th St. MU 8-2772 New York 17 



WITHIN A STONE'S THROW 
OF COMMUNICATIONS ROW! 

One of New York's 
most desirable locations 

MADISON AVENUE 
AT 52nd STREET 




f § flit 1113* 

UUL1* ■ » ?A. 

A Bigger and Better 




HOTEL 

Just steps from anywhere... 
now with 500 individually deco- 
rated rooms and suites — and 
completely air conditioned. 




The magnificent new 

Barberry 

17 E. 52 St. 
Your rendezvous for dining 
deliberately and well . . . 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 




WRAP-UP 

(Continued from page 77) 

Programs and producers: David 
L. Wolper signed Jack Haley, Jr.. 
to a one year contract to develop new 
tv projects . . . Interstate T\ to dis- 
tribute two new animated series. Snip 
and Snap and Foo Foo, both created 
by Halas and Batchelor . . . Modern 
Talking Picture Service has eight free 
travel movies free on Luftnansa . . . 
Tele Features will give six slapstick 
comedies gratis to any station willing 
to pay print costs . . . Peter M. Roe- 
buck acquired 52 more half-hours of 
Death \ alley Days, known in re-run 
as Th-e Pioneers. 

Commercials: WOR Recording Di- 
vision of RKO General, Inc., has 
changed its corporate name to RKO 
Sound Studios . . . Transfilm-Cara- 
cel has produced several commercials 
for Shulton (Wesley Associates) for 
spot placement in 85 markets within 
Shulton Holiday Playhouse before 
Christmas . . . William E. Huston 
to Transfilm-Caravel as commercials 
sales v.p. 

Promotion: Iowa Electric Light 
and Power Co. used Ziv-UA s Lock 
L p to promote the Iowa town of El- 
dora: advertiser has the show on 
W01-TY.. Des Moines, and WMT-TV, 
Cedar Rapids . . . Jim Backus will 
make personal appearances in Boston 
on WBZ-TY and in New York on 
WARC-TY as well as in Cleveland on 
WJW-TY on behalf of his CNP se- 
ries; advertisers include Carlings and 
Lnion Savings in Cleveland and Hood 
Dairy in Boston. 

Strictly personnel: John Leo to 
PT1 as midwest sales executive. 



PUBLIC SERVICE 



The search is on again this year 
for the best historv broadcast bv 
BMI. 

Co-sponsored this year by the 
American Association for State and 
Local History, a $500 prize will go to 
the radio or tv station that puts to« 
gether the best program dealing with 
local or state history. 

Last year's winner: WSB. Atlanta. 
Ga., for the program So Well Remem- 
bered. 



This year, an additional $500 will 
go to the state or local history agency 
which cooperates in producing the 
winner. 

Here and there: WTAE, Pitts- 
burgh, air personalities, Jean Con- 
nelly and Paul Shannon are featured 
on the Youth Appreciation Week 
posters now being distributed in 
Western Pennsylvania by Optimist 
International . . . WXEX-TY. Rich- 
mond. Va., enlisted the help of area 
children to promote a safe Halloween 
for the youngsters by airing driving 
admonitions by the voungsters on 
film . . . WOOD-T\ and WOOD. 
Grand Rapids, Mich., getting set for 
its sixth annual Toys for Tots Tele- 
tron. 19 November for under-privi- 
leged children . . . KMOX. St Louis, 
to program Operation Snow-Watch to 
keep listeners informed of emergency 
school closings. 

Kudos: WSPD-TY. Toledo, Ohio, 
recipient of ALSAC award for the 
station's promotion of the fund drive 
in the area . . . WRIT. Milwaukee, 
recipient of Millie. Outstanding Sta- 
tion Award for original and numer- 
ous public service activities. 



TRADE DATES 



One of the major trade events of 
the month is TvB's sixth annual 
confab at New York City's Wal- 
dorf-Astoria. 17-18 November. 

Among the highlights on the agen- 
da: 

• A report on department store tv 
advertising laboratory by D wight 
Shirey, head of Patterson Fletcher, 
Ft. Wayne. 

• Billing discrepancies, by Thomas 
A. Wright, v.p. Leo Burnett. 

• A new approach to selling the 
potential of the medium, by tv adver- 
tising consultant Harry McMahan. 

• What stations can do to help an 
agency in buying more tv time: Eu- 
gene Accas, Grey v.p. 

OTHER DATES: 
NAB fall conference, 29 Novem- 
ber, Biltmore Hotel. New York City 
. . . Arizona Broadcasters Associa- 
tion meeting. Mountain Shadows Re- 
sort. Scottsdale. Arizona. 2 Decem- 
ber. ^ 
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ANNOUNCING 

THE 



1960-1961 

TIME 
BUYING 

AND 

SELLING 
SEMINAR 



The seventh annual series of informational luncheon-meetings 
or advertising and broadcast 
executives seeking specialized 
lews, views and data on current 
ime buying and selling 
Procedures. 



You are cordially invited to 
ittend all 15 of these 
neetings held in the 

Hawaiian Room of the presented by the 

Hotel Lexington RADIO AND TELEVISION EXECUTIVES SOCIETY, INC. 

every Tuesday, 12 noon to 2 pm, November 15 through March 21). 

<ome of the issues forthcoming: "How trade paper advertising helps us" 
Quality or Quantity in network TV — can you have both?" "Copy as media." 
Public service programs can pay off . . . in cash." "Local radio in the 60's." 
ome of those who will discuss the issues: ART DURAM, ROD ER1CKSON, 
VREDE PETERSMEYER, BUCKY BUCHANAN, BILL QUARTON, 
iEORGE SKINNER, WELLS BARNETT, FRANK MAYANS. 

Register now by calling PLaza 8-2450 or fill in and mail the coupon below. 



RTES - 515 MADISON AVENUE - 
NEW YORK 22 

Please register me for the Time Buying 
and Selling Seminar. 

Xa m e 



Address, 



Company 

/ enclose a check for $10. 
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NEWS 



ACCORDING TO 

DOYLE 



For the first time in Oklahoma, Frank Doyle, 
a veteran of more than eighteen years of 
news broadcasting, presents a fast moving 
news, weather ond sports summary. Not 
simply wire service copy, but a comprehen- 
sive analysis of the NEWS ACCORDING 
TO DOYLE, Monday through Friday, 10:00- 
10:15 P.M. Acceptance of program, oc 
ceptance of products, guaranteed! 

KOCO-TV 
Q 



OUNNEL 




OKLAHOMA CITY 




HAIR TILIVISION ASSOCIATES 

tittiomml Representntites 



INTRODUCING THE NEW 

DRYDEJf-EAST 

HOTEL 

39th St, East of Lexington Ave. 

NEW YORK 

Salon-size rooms • Terraces • New 
appointments, newly decorated • 
New 21" color TV • FM radio • New 
controlled air conditioning • New 
extension phones in bathroom • New 
private cocktail bar • Choice East 
Side, midtown area • A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 

Single $15 to $22 Suites to $60 
Special rites by the month or tease 

Robert Sara ton, General Manager 
ORegon 9-3900 






Tv and radio 

newsmakers! 

Scott McLean, general sales manager of 
Crosley"'s Cincinnati station. WLW, was 
elected president and director of the 
Quality Radio Group. He succeeds Ward 
QuaaL Chicago Tribune Stations head, 
McLean, who has been WLW*= general 
sales manager since May. 1957. joined the 
Crosley Broadcasting Corp. in 1950. han- 
dling radio, tv sales. Five years later he 
was appointed eastern division sales manager, and in 1956. he was 
elevated to the position of administrative assistant to Peter Lasker. 

Ralf Brent, Metropolitan Broadcasting v.p.. 
has been named head of ^ orldwide Broad- 
casting, the newest Metropolitan division. 
Backed up by more than 22 years of broad- 
casting experience, from the talent to the 
executive leveL Brent s plans for the new 
organization include a stepped up commer- 
cial advertising activity and program ex- 
pansion. Headquarters will be in New 
^ork City. A native of Bristol, Pa.. Brent became affiliated with 
Metropolitan when the organization purchased WIP. Philadelphia. 

Jerry M. Landay has been appointed to 
the newly created post of national news 
editor for Westinghouse Broadcasting 
t**wsbc1 Corp. His operational base will be at 

* — WBCs Washington news bureau headquar- 

\ ^Bk ters. In his new position. Landay, who has 

W~"^ been news supervisor of WBC s Boston 

B 1 v I radio station. WBZ-A, will be in charge of 
national coordination and exchange of 
news for all the Westinghouse tv and radio outlets. He will also be 
charged with the writing and production of special events projects. 

Jack K. Carver has been appointed an 
associate media director of Lennen & 
Newell. New York City. He comes to 
L&N from Doherty. Clifford. Steers and 
Shenfield where he was an associate media 
director and a vice president. In his pres- 
ent post. Carver will work under the 
agency's media director. Herbert Zeltner. 
and will direct his attention to the super- 
vision of media planning, development, contact, and analysis for 
specific accounts. He is married and the father of two children. 
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Spend your time more profitably 
in North Carolina where WSJS 
television gives you grade A 
coverage of more people 
than any other station 




television 
Winston-Saiem/ Greensboro 





PETERS. GRIFFIN WOODWARD 



14 NOVEMBER I960 



frank talk to buyers of 
air media facilities 




The seller's viewpoint 



The current methods of dealing with stations guilty of unethical station pro- 
motions (Hooper deletes station for lengh of promotion, Pulse attaches letter 
from complainants to its surveys) while healthy are not adequate, contends 
Robert C. Meeker, KCOII, Houston. More serious even than the violation is 
the "holdover of the hypoed ratings after the unethical promotion." To off- 
set the danger of stations still showing increased ratings after they are re- 
instated, Meeker suggests that such ratings be deleted not just during the 
violating period, but for six months following it. Below, he outlines his plan. 




HOW TO HANDLE THOSE FALSELY HYPOED RATINGS 



^There is a vast difference between good sound station 
promotions to increase listening and unethical promotions 
that create false inflationary increase of audience response. 
The busy timebuyers, not realizing they are looking at 
hypoed ratings, obviously buy this station — especially if 
the decision rests on ratings alone. 

Recently, when such an unethical promotion was brought 
to the attention of Hooper, it immediately took action and 
deleted X station that was conducting this promotion, for 
the months of July, August, and September, as long as this 
promotion was going on. Pulse has a different approach 
to this type of violation, and instead of omitting the vio- 
lator, attaches a letter, from the station or stations that 
have complained, to the Pulse survey for all advertisers 
and agencies to observe. 

This type action by the survey services is healthy and 
tends to keep stations in line. It also alerts the agencies 
that something must be wrong or the "violator" would not 
be deleted from the report. 

This is all well and good but more serious than the 
violation is the holdover of the hypoed ratings after the 
unethical promotion. It is this "after period" that could 
continue to show increased ratings that the surveys are 
compelled to report because the objectionable promotional 
period is over and the violating station is now reinstated. 

It is quite apparent that the station manager, conduct- 
ed unethical promotion, is aware of this procedure 
e will be spanked and slapped on the wrist dur- 
period. However, he also realizes he has gained 

U 



audiences, more business, and forced his competitors to 
sweat out this period and then he can return to the fold — 
an unblemished broadcaster. 

As a suggestion for the cure, let's put some teeth into it. 
Not only delete the ratings during the violating period but 
also delete the ratings for six months after the violation. 
This is what could be accomplished: 

The violator presently knows that in spite of the 
malpractice, he will be reinstated in surveys after the viola- 
tion — whether he be a voluntary subscriber or not. This 
means as a non-subscriber, he will look like a dreamboat 
and it doesn't cost him a cent. He can also make this vio- 
lation an annual affair with just time out for the violation.) 
But, if he realizes that his station or stations will be deleted 
for six months afterward, I have a slight suspicion he will 
be inclined to review his plans just to protect his ownl 
skin. 

The six-month deletion is bound to take some of the re- 
sponsibility and criticism away from the survey services! 
that presently have to report even hypoed ratings after the 
violation has terminated. For regardless of whatever re-| 
porting methods are used, it is difficult for them to deter- 
mine how long it takes for a violation to wear off. Yes, I 
and even though an honest effort is made in the field, it is] 
also difficult for them to report the genuine or handcuffed 1 
listener. Therefore, to eliminate guesswork, a six-month; 
hiatus as punishment for the violation, automatically]! 
polices all of us and certainly improves our standard ou 
broadcasting. ^1 
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Another good ANAfmeeting 

Few industry groups ever manage to put together programs 
which are as meaty, informative and valuable as those of the 
Association of National Advertisers. 

The ANA's annual Fall Meeting, opening today at Hot 
Springs, Va., promises to be another in a distinguished series 
which SPONSOR is always happy to attend. 

The program committee, headed by Mel S. Hattwick of 
Continental Oil, has scheduled many features of exceptional 
interest to radio and tv men. 

Among them is an address by Roger Blough, board chair- 
man of U. S. Steel, on general business conditions and on his 
company's advertising objectives and strategies which, of 
course, are heavily air media oriented. 

Also, there will be panel discussions led by Doug Smith 
of S. C. Johnson, Gail Smith of General Motors, and Sylves- 
ter Cleary, of Mennen, on tv commercial costs (see page 27) 
and on client tv problems in a multiple agency setup. 

Expected to be named new ANA board chairman at this 
morning session, is Roger H. Bolin, advertising director of 
Westinghouse, a top tv spender in 1960. 

All in all, the ANA program reflects the healthy growing 
interest of important national advertisers in the air media. 

Well done, air media 

Both radio and tv deserve the thanks and congratulations 
of the public for the way in which they handled the political 
campaign. 

Their coverage was thorough, fair, penetrating, and gen- 
erous. And while we're on the subject we'd like to single out 
for special praise, a handful of courageous stations which did 
not hesitate to take positive editorial stands on political sub- 
jects, and, in so doing, provided important comment for their 
communities. ^ 

As we have said in the past, editorializing by radio and tv 
stations is a matter that must be approached with extreme 
care, and only by competent professionals. 

To those stations whose editorials during the past four 
months have been treated in this spirit, we'd like to say a 
hearty "well done." 



lO-SECOND SPOTS 

Commuters commuter: Jack Ster- 
ling solidified his standing with his 
many a.m. commuter listeners on the 
morning of his 12th Anniversary 
show over WCBS. New York. The 
live show goes on the air at 6 (to 10) 
a.m. Jack was shaken awake by his 
wife at 5:30 — the first time he'd over- 
slept in years. After a rush to get 
dressed he jumped into the car, which 
he promptly drove into a puddle, 
soaking the motor and causing much 
sputtering and smoke. On foot, he 
finally made the 6:30 out of Stam- 
ford, Conn., and arrived at the stu- 
dio at 7:43. Yes, it gets worse . . . 
this was the day that Dr. Frank Stan- 
ton rose at dawn to be in the studio 
to congratulate Jack. 

Lucky them: The P.R. firm for Philip 
Morris was all set to supply cigar-* 
ettes, as requested, for Tennessee 
Williams' new Broadway play. Period 
of Adjustment, until it learned the 
name of the show's star. He's James I 
Daly, the guy who comes on tv to 
sav, "// you re smoking more now 
but enjoying it less, have a Camel.' 

Good evening, Ed: One of the net- 
works is about to launch a publicity 
campaign to introduce the first "orig- 
inal" tv comedian in vears. His 
qualifications: he can get through an 
hour show without one take-off on 
Small World or Person to Person. 

For the kids: An adman just back 
from a Texas trip says he saw a 
Cadillac dealer there who had a pile 
of compact foreign cars in his show- 
room and a sign: "Take One." 

Reverse psychology: Rollo W. Hun- 
ter of EWRR picked up a trade 
magazine called Telephony in a wait- 
ing room. When he spied an ad for 
an "extra high-tensile telephone line 
wire" called Crapo he was forced to 
rip out the page and send it alon< 
with the comment, "I'm not much for 
buying extra high-tensile telephone 
wire, but if I ever do buy any I will 
make sure it is Crapo. 

Fun with studies: The Magazine 
Ad Bureau of MPA has a study out 
to show that "more heavily exposed 
magazine households buy more than 
more heavily exposed television house- 
holds." We agree that they buy more 
—magazines. 
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Remember How Exciting 
Television Used To Be? 

WPRO-TV STILL IS! 



In those days, loyal, top-rated audiences were built on exciting local 

personalities, exciting local sports and news coverage, and exciting 
editorializing, combined with potent network programming. 

In these days, WPRO-TV still builds (and holds) audiences in Southern 

New England with 12 top-rated local personalities, covering sports, news and 
children's programs, plus C.B.S. programs and first-run movies. 

For exciting availabilities, backed by exciting ratings, call 

Gene Wilkin at Plantations 1-9776 or your Blair-TV man. 



T WPRO-TV Providence "1 

Represented by Blair TV 
Capital Cities Broadcasting Corporation 



Stories of the man hired to 
"KEEP TROUBLE OUT OF MIAMI!" 



Against a background of luxurious hotels., exouc 
nightclubs , interesting people seeking fun and 
excitement! A gay, care-free resort that must be 
kept free of undesirable guests, embarrassing scan- 
dal, crime of any sort! 



-J ^ 



CAPTURES THE ADVENTURE, 
EXCITEMENT AND ROMANCE 

of America's fabulous playground! 

FILMED ON LOCATION IN MIAMI! 

Here is superb television entertainment des- 
tined to be the season's most unusual suc- 
cess. The Ziv-UA man can tell you if your 
market is still open. 



ZIVUNITED ARTISTS, INC. 
488 Madison Avenue 
New York 22, N Y. 
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Produced by 
SCHENCKKOCH 
iNTERPRISES, INC. 



UEE BOWMAN 
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